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Introduction

This report documents the design, implementation,
and findings of the Postal Fiscal Year (PFY) 2001
Household Diary Study (HDS). The HDS is a
continupus study which measures household mail
volumes, mail behavior, and service preferences. This
study addresses three significant segments of mail
volumes: (1) household-to-household (2} household-to-
nonhousehold and (3) nonhousehold-to-household.
The fourth mail volume segment, nonhousehold-to-
nonhouseheld mail 1s outside the study’s scope. The
HDS is administered by the Demand Forecasting &
Economic Analysis section of the United States Postal
Service (USPS) Finance Department.

Background

The purpose of the HDS is to gather information on
the volume of mail sent and received by U.S.
households. USPS conducts the study in order to
track the flow and volume of mail for key mail
classifications, the uses of the mail, and how these
relate to socio-demographic information about the
households. The HDS also collects data on level of
use of mail alternatives. It 1s based on a stratified
random sample of 5,300 households annually.

Demand Forecasting & Economic Analysis (in the
USPS Finance function) has administered the HDS
dince its inception in 1987. The study has been
conducted annually since then, following the USPS
fiscal year calendar. PFY 2001 began on September
4, 2000 and ended on September 2, 2001. The “Postal
Fiscal Year” is made up of 13 four-week USPS
accounting periods and is divided into four quarters.
Each of the first three quarters is twelve weeks long
and contains three accounting periods. The fourth
quarter is sixteen weeks long and contains four
accounting periods.

This information is used for the volume forecasting,
planning, marketing and ratemaking functions of
USPS. 1In addition to the issues that relate to
traditional mail volumes, USPS has been increasingly
interested in tracking the adoption and use of

electronic communications technologies. The HDS
tracks the use of e-mail, online shopping and online
bill payments, among other technologies. USPS uses
these data to assess what impact these technologies
have on traditional mail volumes to and from
households.

'I'_!\p- research questions addressed in
the study include::

e How many mail pieces originate and destinate
in U.5. households annually?

s What are major trends in mail flows between
households and businesses?

o  What USPS services do households use for their
personal and business communications?

»  What are First Class Mail usage patternse

usage levels for bill
changing inthe U.5.2

e Are mail payments

o What are Diredt Mail volumes and how are
these affected by household demographics?

o  What are household members’ offitudes toward
adverising mail and their in-home responses
fo it¢

o What are total Periodicals Volumes delivered

by USPS and received by households¢

s What is the overall picture of Package volumes
and the charadteristics of USPS customers?

o How is new fechnology changing mail usage
levels and household behavior?

NuStats, a full service survey research firm located in
Austin, Texas, conducted the PFY 2001 HDS. This
report presents findings from that study. Where
appropriate, data from PFY 2001 is compared to
previous years to identify underlying tremnds in
household mail usage and receipt. Except where
noted in this report, the survey questions have
remained consistent between PFY 2001 and PFY
2000 studies. All survey instrument medifications,
data collection, and data analyses were conducted by
NuStats, under contract with the USPS.

2001 HOUSEHOLD DIARY STUDY
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Study Design

‘ne objective of the HDS is to collect data to support
e estimation of household-based mail flow demand
models and  support analyses of mail-use
characteristics of U1.8. households and businesses.
The household is the basic interviewing unit in this
study for all elements of the survey.

The HDS study uses a two-stage survey design in
which Stage 1 is an interviewer-mediated household
interview and Stage 2 is a self-completion mail diary.
Appendix B contains the survey instruments.

The household interview collects information on
household and personal demographics, recall of
mail sent and received, adoption and use of
communications fechnologies and attitudes about
mail received.

Mail Diar
The mail diary covers a seven-day period from
Menday to Sunday and collects information on
numbers of maif pieces received and sent,
industry source, mail charaderistics and oititudes
regarding mail received.

e PFY 2001 study was conducted using a multi-
mode approach that soupht to minimize response
bias, improve data accuracy through efficient data
checking and householder re-contacts, and to provide
immediate telephone assistance to householders
during their diary week. The HDS study design has
the following key elements:

e An address based sample frame.

+ Data is collected via computer assisted telephone
interviewing (CATI). Households without phones
are recruited to participate through the U.S.
Mail. Household interview data checks are
automated during the interview process itself,
and, subsequent to the interview, checked and
clarified within days of collection.

» If a household agrees to participate, they are
mailed a self-administered diary packet. The
packet includes a thank you letter, full
instructions, logs for recording mail sent and
received, and contact information in case the
household has questions.

e« A toll-free “hotline” is staffed to answer
participant questions before, during, and after
their diary weeks. Questions are answered
immediately.

» Diary packets were mailed back to NuStats in
postage-paid Priority Mail envelopes. Returned
diary packets immediately go through a three-
stage edit and review process. The gap between
diary completion and data checking takes just a
few days.

Stage 1: Household Interview

The household interview was used to collect
information as noted above and to “recruit” the
household to participate in stage two -- the mail
diary. In total, 9,991 households were recruited to
participate in the mail diary stage.

Households completed the recruited interview via
computer assisted telephone interviewing and the
diary package was mailed to the household wvia
Priority Mail This diary package contained
instructions, diaries for seven days, a card to identify
the choice of incentive and a Priority Mail return
envelope, To enhance participation, respendents
were given a choice among four incentives: $25 cash,
$25 donation to the Lance Armstrong Cancer
Foundation, USPS Tour de France Team T-shirt, or
USPS Tour de France cap. While most respondents
chose the cash incentive, the choice of cash versus the
donation was associated with household income.

Stage 2: Mail Diary Package

Households were sent diaries along with instructions
and a toll-free “help” telephone number. The night
before the assigned diary week was to begin, a
reminder call was made to each household to confirm
receipt of the packet and to answer any last minute
questions. If the packet was not received by this
time, the address was re-confirmed, a new diary week
was assigned, and the packet was re-sent.

Households were instructed to enclose pertinent
information from each mail piece received in the
returned diary packages to enable NuStats editors to
verify or clarify quantity and classes of mail recorded
in the diaries. A three-stage editing process was used
to check the accuracy of the diary information
recorded by each household. First, returned diary
packets were culled for those that represented a
reasonable attempt to complete the diary. Second,
the diary information recorded for each day was

checked to assure sufficient and logical answers and

to verify recorded information against mail markings
returned in the package by the householder. Third, a
second editor re-checked the diary information
recorded for each day as noted above. This second
edit was a quality control check thai assured the
accuracy of the data. During the editing process,
correction callbacks were made to households to

2 Introduction
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clarify informatton or to fill-in missing information.
About four percent of returned dianes did not pass
the edit checking process. Over half required some
form of respondent re-contact to clarify or correct
diary information.

Of the 9,991 households recruited to receive a diary
package, 5,353 actually returned acceptablet
completed diaries to NuStats for a completion rate of
54 percent.

Sample Design

The sample was designed to allow projections of
results to all U.S. households. An address sample
was provided by USPS and matched for known
telephone listings. Generally, the study was
conducted using telephone sampling for household
selection and screeming, followed by diaries mailed to
eligible households and completed by each household
unit. Households without telephones were contacted
via the U.S. Mail. The sample design involved a
three-stage probability sample with stratification by
county clusters at the primary sampling stage and by
a single county at the secondary stage. At the third
stage, household clusters were selected. The sample
was continuously “fielded,” throughout all 52 weeks of
the  year. Allocations  were  temporally

disproportionate in order to ensure greater amounts
of data collection during peak mail flow periods.
While Table A below indicates a small undercount
between completed and required households, these
differences are reconciled by the fact that for all four
quarters, the number of completed households was
higher than reguired.

pas gl LI

Quarter 1: September 4, 2000 — November 26, 2000
.Quarter 2: November 27, 2000 - February 18, 2001

Quuarter 3: February 19, 2001 — May 13, 2001

Quorter 4: May 14, 2000 — September 2, 2001

Stage 1: Primary Sampling Unit (PSU)
Definition and Selection

The Primary Sampling Units (PSUs) were clusters of
counties. The 30 largest Metropolitan Statistical
Areas (MSAs) were treated as individual units {each
was a ecluster of counties) and each was a self
representing PSU.  The other 288 MSAs were

1 Acceptable was defined as returning diaries with data suitable for analysis.

TABLE A

Somple by Postal Quarter

Guorter 1 1,940 3,549 1,790
Quarter 2 1,400 2,886 1,660
Quuarter 3 600 1,219 659
Quarter 4 1,360 2,337 1,244
Total 5,300 9,991 5,353

sampled proportionately to their population;
approximately 20 of the MSAs were individually
sampled. The remaining counties of the US (all 800+
non-metropolitan  counties) were area-clusters
sampled in proportion to the population. There were
a total of 87 PSUs categorized into three strata:

1. Large Metro areas — all 30 largest MSAs,

2. Other Metro areas — 21 (out of 288) other MSAs,
and

3. Non-Metro areas — 36 non-metropolitan counties
or groups of counties (ocut of 800+).

Stage 2: Secondary Sampling Unit (SSU)
Definition and Selection

The Secondary Sampling Unit (S85U) was a county.
Sampling of SSUs was by probability of selection
according to population (number of households).
Selection was from the national sample of PSUs and
was stratified by geographic region and then by size.

This insured that the SSU selection was properly
allocated to the geographic regions. Not every SSU
was fielded every Postal Quarter (reporting period),
but every Postal Quarter had a national probability
sample of SSUs.

Stage 3: Tertiary Sampling Unit (TSU)
Definition and Selection

The final (Tertiary) Sampling Unit (TSU) was a
household cluster. Clusters contain approximately 10
households and are defined by estimated income
classification, as defined by zip code average income
estimates.

The probability sample of households was drawn by
the USPS from the national database of addresses
following specifications produced by NuStats. The
probability sample households were drawn using a

2001 HOUSEHOLD DIARY STUDY
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highly stratified geographic design to ensure that the
final sample would be representative of households
‘mprising the five geographic regions: East,
artheast, South, Central, and West. Technical
documentation for the sampling plan can be found in
Appendix C.

Analytic Weights

Analytical weights permit an analyst to use and
combine subsets of the sample in the proper
proportions to calculate correct inferences about the
comparable groups in the population. From a finite
population sampling theory perspective, analytic
weights are needed to develop estimates of population
parameters and more generally, to draw inferences
about the population that was sampled. Without the
use of analytic weights, population estimates are
subject to biases of unknown (possibly large)
magnitude. Weighting compensates for these
“departures” from simple random sampling.
Different weighting schemes were used for the
Household Interview and the Mail Diary data sets.

Household Interview

An analytic weight was applied to the Household
Interview (recruitment) data to compensate for

‘fferential response rates {or nonresponse) across

mple cells. First, a nonresponse adjustment was
calculated within cells formed by cross-classifying
region and PSU. Second, the data were adjusted to
U.S. population parameters for household income.
The documentation for these adjustments can be
found in Appendix C: Techmnical Documentation of
Methods.

Mail Diary

Post processing adjustments were used to align the
sample to known population distributions from
census or other reliable data. First, the sample of
households reporting mail diary data were expanded
to represent all U.S. households (105.5 million
households). In addition, adjustment factors were
applied to the diary data to compensate for under-
reporting of mail volumes by households participating
in the survey. Three types of adjustment processes
were used.

¢ Adjustment factors were calculated using data
from the City Cost Carrier and Rural Carrier
Costing System for PFY 2001. For the first time,
spectfic adjustment factors were calculated for
each class of mail volumes reported received by
households.

e The principle that total incoming and outgoing
domestic household mail should equal each other
over time was used to calculate a factor that
would adjust outgoing mail to equal incoming
mail volumes.

¢ The diary data were adjusted to compensate for
expected underreporting of bill payments,

Documentation for the adjustments made to the mail
diary data can be found Appendix C.

Report Organizafion

This report focuses on the analyses and results
pertaining to the PFY 2001 Household Diary Study.
Its contents are organized as follows.

presents aggregate mail flows across all classes.

Chapter 2 - Firsl-Class Mail.  This chapter
examines First-Class mail received and sent by

households in 2000.

Chapter 3 — Standard Mail (A). This chapter
presents details on Standard Mail (A) volumes.
Standord Mail (A} consists of mail pieces sent
Presorted Standard, Bultk Rate, or nonprofit. It
also consists of unsolicited publications and
packages.

Chapter 4 - Direct Mail Advertising. This chapter
presents annual Direct Mail Advertising volumes
for PFY 2001, as well as demographic foclors
influencing these volumes as they perain to U.S.
households.

Chapter 5 — Periodicals. This chapter presents
Periodicals Volumes. Periodicals mail, formerly
Second Closs, consists of daily or weekly
newspapers, weekly or monthly magozines, and
any other periodic newspaper or magazine
delivered to households by the USPS.

Chapter 6 — Packages. This chapter presents an
overall picture of Package volumes, including
classifications, delivery method, use of special
services, among others.

Chapter 7 - Electronic Communicafion. This
chapter presents information collected during the
HDS peraining to email usage, Internet usage,
and other forms of elecironic communication.
Chapter 8 — Summoary and Conclusions.  This
chapter summorizes the main findings of the
HDS.

In addition to these specific chapters, the report
contains three appendices:

Continved on next page.
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Appendix A — Comparative Tables 1987, 2000,
2001. This appendix provides a cross-reference
fo data tables in the PEY 1999 Household Diary
Study report and presents the 1ables themselves,
comparing data from 1987, 1999, and 2000.

Appendix B - Survey Instruments. This appendix
contains the Household Interview telephone script
and the Mail Diary materials.

Appendix C - Technical Documentation of
Methods.  This appendix provides detailed
documentation of the survey methods, including
sampling plon, data collection, dota processing,
sample demographic profile, and data weighting
and expansion procedures.

Appendix D — Revenue, Pieces and Weight
Volume Table. This appendix provides estimates
of fotol madl volumes sent to households and
ncn-households.
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The USPS is the cornerstone of communications in
the United States. Households rely on the services
of the USPS to interact with family, friends,
businesses and public agencies. Households keep
track of their finances, learn about new services,
purchase products and keep informed of current
events. Businesses send huge volumes of mail for
the purpose of bill collection, advertising and other
tasks. Households interact with the government
about taxes, elections and other public matters
using USPS. The USPS is also the hidden engine
driving the growth of America’s much-touted on-line
marketplace; while consumers can use new
technology to purchase everything from steaks to
clothes to flowers, Internet companies need reliable
delivery in order to remain in business.

Analyzing types and patterns of postal
communications among different types of
households is the purpose of this report. This study
will help USPS develop strategies for increasing
market share as well as for meeting future mail
growth. The household mail examined includes all
mail received via First-Class or Standard Mail (A),
as well as periodicals and packages. Mail
originating in households includes all First-Class
mail as well as packages sent.

This chapter examines commercial and household
mail volumes in the United States; specifically, mail
flows between households and businesses, trends,
and volumes by postal classification and sector.
This chapter also introduces advertising mail
volumes and attitudes of households in relation to
advertising mail.

Total Household Mail

First, total mail volumes are assessed by presenting
each sector as a percentage of total domestic mail.
This section applies three categories for different
mail users: households, nonhouseholds and the

Chapter 1: Total Mail Overview

Federal government. The five sectors in which
these users interact are: (1) Household-to-
household, (2) Household-to-nonhousehold, (3)
Nonhousehold-to-household, (4) Government-to-
household, and (5) Nonhousehold-to-nonhousehold.

_The f've sedors m whlch USPS cusfomers
'mieruci are: E :

1. Household-1o- Household {HH-to-HH}

2. Household-to-Nonhousehold (HH-to-NHH)
3. Nenhousehold-to-Household (NHH-to-HH)
4
5

. Government-te-Household {Govt-to-HH)

. Nonhousehold-to-Nonhousehold (NHH-to-NHH)

These sectors are used to distinguish a household’s
personal greetings from their business transactions,
and, further, interactions with the government.
Household-to-household mail is sent by households
and received by households. This includes letters,
invitations, annocuncements and greeting cards.
The diary study is a very reliable measure of mail
volumes because these communtcations exist in a
closed loop: what is sent by one household is
recetved by another.

Household-to-nonhousehold mail is predominantly
bill payments for everything from credit cards to
mail orders to utilities. Nonhousehold-to-household
mail is the reverse communication and while it
includes bills, it can also include products or
services requested by the household, such as an
investment portfolio or periodicals?. A final sector,
nonhousehold-to nonhousehold, cannot be calculated

* Nonhousehold-to-household mail can include communications from the
federal government. In the case of Fignre 1,1, government mail to
households was separated out to show a total percentage.

2001 HOUSEHOLD DPIARY STUDY
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using the household diary and i1s therefore
represented as the residual amount of total
domestic mail.

Total domestic mail received by households in PFY
2001 was 144 bilhon pieces, compared to a little
over 140 billion pieces last year. The percentage of
*al domestic mail household-to-household was 3.8
ccent in 2001, or 8 billion pieces annually (See
vigure 1.1). Data from the 2000 study will be
discussed only when there are significant
differences with this year’s study. Indeed, in the
aggregate, compared to last year, proportions tend
to remain the same as volume increases. For
example, in Total Domestic Mail Sectors, household-
to-household mail increased slightly to 3.8 percent.
Household -to- nonhousehold and government-to-
household mail decreased slightly (.3 percent each).
The largest change occurred in nomnhousehold-to-
household, with a decline of 1.9 percent from 2000.

In 2001, households sent an average of 4.2 pieces
per week and received an average of 26.0 pieces?
pieces per week, compared to 3.7 and 20.5 pieces per
week in 1987 respectively (See Table 1.1). These
volumes demonstrate a marginal decrease in mail
pieces sent and a marginal increase in mail pieces
received per household per week since PFY 2000.

Households sent 571 million packages in 2001,
compared to 638 million in 2000. Households use
USPS 80.8 percent of the time, a decrease from last

3 Totals exclude unknown cutgoing or incoming mail.

TABLE 1.1

Pieces per Household per Week, Total Domestic Mail by Sector,
Postal Fiscal Years 1987, 2000 and 2001

HH-10-HH V 1.6 “ 1.4 1.4
HH-10-NHH 2.1 29 2.8
NHH-1o0-HH 18.5 23.4 239
Govt-to-HH 0.4 0.8 0.7
Total 22.6 28.5 28.8

Base: Totol Domestic Mail originating in or amiving in households, Postal Fiscal Yeor
2007 (158 Bilfion). Does not indude unclassified incoming or outgoing.

yvear (almost 90 percent of the time) and when
compared to 1987 estimatest,

Total Mail Received by
Postal Classification

The classifications featured in the body of this
report include: First-Class, Standard Mail (A),
Package Services and Periodicals. First-Class mail
is defined as anything sent regular or presorted
First-Class, automation presort, automation carrier
route, and any certified, registered or insured

* According to TNS Intersearch Corporation, formerly Chilton Research
Services, the total in 1987 was 81.7. See Appendix Table A6-7.

8 Chapter 1: Total Mail Overview
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pieces. First-Class totals exclude expedited mail
(e.g. Express or Priority). Standard Mail (A) is
defined as all presorted standard, bulk rate or
nonprofit pieces, as well as packages sent
standard/bulk rate, standard/bulk rate enhanced
carrier route, nonprofit and nonprofit enhanced
carrier route. Package Services includes all
packages sent parcel post, DBMC* parcel post,
bound and printed matter, special standard and
library rate. Finally, Periodicals include all daily
and weekly {or other periodic) newspapers or
magazines.

The amount of mail households receive in an
average week has increased over all postal
classifications, except Periodicals, between 1987 and
2001 (See Table 1.2). First-Class and Standard Mail
{AY mail pieces represent the largest increases (2.45
and 3.87 pieces per week, respectively) since 1987.

Further analysis of each of these classifications by
sender type {See Table 1.3) shows that the Financial
sector prefers First-Class mail while the
Social/Nonprofit sector is more likely to opt for
Standard Mail (A). It is reasonable given credit
card companies’ and banks need for security and
timeliness, compared to the financial constraints on
the nonprofit sector. A similar ratio between
Standard Mail (A) and First-Class mail usage exists

in the Merchants category. Merchants (primarily
department stores) are more than four times as
likely to use Standard Mail (A) as First-Class, and
they send American households 5.45 pieces per
week using this method.

TABLE 1.2

Pieces per Household per Week by Postal Classification

First-Class 8.64 10.56 11.09
Periodicals 1.69 1.32 1.37
Standard Mail (A) 937 12.75 13.64
Package Services 0.06 0.1 0.08
Total 20.16 24.74 26.18

Base: Domestic Mail Received by Households, Postal Fiscel Yeors 1987, 2000 &
2001. Totals include Firg-Class Fieces & Packages, Periodicals, Standard Mail (4)
Pieces & Packages, ond Pockage Services (143.6 Billion).

TABLE 1.3

Percentage of Total and Pieces per Household per Week, First-Closs and Stondard Mail {A) by Major Business / Organization

8.8 - 2.30

Financial 15.2 4.00
‘Merchants 5.0 1.31 20.7 5.45
Services 2.0 2.3%6 6.2 1.63
Manufacturers 0.8 0.22 0.8 0.22
Government 1.9 0.51 0.8 0.20
Social/Nonprofit 1.8 0.49 7.4 194
Total 337 8.89 44.7 11.74

Base: Domestic Mail Received by Households, Posiol Fiscal Year 2001 (144.1 Billion).
Note: Stondard Mail [A) Fieces resiricied io those sent by a single organization; Tofals do not include undassified pieces. Domestic Mail Received by Households indudes First-Class,

Priority, Standard Mail (A}, Pockoge Services, and Periodicols.

& DBMC is Delivery Bar-coded Mail Clase.

2001 HOVUSEHOLD DIARY S5TUDY
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FIGURE 1.2

First-Ctoss ond Stondord Mail
(A) Pieces Per Week by Major

Business/Orgonizotion, 2000
and 2001

Pieces Per Household Per Week

Fingneial Merchants Services

Monufacturess
Major Business/QOrganization

Governament SocislNonprobit

Bose: first-Class and Standard (A} Domestic Mail Received by Households, Postal Fiscal Year 2007 {1327 Billion).
Note: Standard Mail (A} Pieces restricted 1o those sent by a single orgonizetion; Tofols do not include unclassified pieces.

Figure 1.2 compares these figures from 2000 and
2001 for each of these classifications, by sender.
While overall trends among the various major
organizations remain the same as last year, there
are a few noticeable changes. First, Financial
husinesses use both First-Class and Standard Mail
more this year than last year. Mail from the
_rvice sector shows the same trend. Second, for
Merchants, Standard Mail (A) advertising
increased, while First-Class advertising decreased
shghtly. Third, First-Class advertising for
Soctal/Nonprofits decreased almost by half, yet
increased slightly for Standard Mail.  Fourth,

Government advertising in both sectors was down,
perhaps reflective of the Increased government
communications in 2000, with the Census and the
presidential election.

Table 1.4 demonstrates that households’ responses
to advertising mail also vary by postal classification.
Standard Mail {A) is the most read classification of
advertising mail, up 4.2 percent from last year.
Reading patterns for First-Class and Standard Mail
(A) advertising differ, with 47.1 percent of Standard
Mail (A) advertising read by at least one household
member, compared to 42.9 percent of First-Class.

TABLE 1.4
Household Reading Patterns of Advertising Moil by Closs, 2000 and 2001

Read byonemern .

422 35.2 34.1 37.9 267 25.3
of HH
Read by more thon
one member of HH 10.0 7.7 88 92 8.9 72
Locked of, not read 15.6 V6.1 14.7 171 14.0 185
Discarded, not read 19.4 227 17.8 21.6 278 32.2
Set oside for later 5.1 38 7.3 72 3.7 3.4
DK/RF 7.7 14.5 17.3 71 189 _ 134
ol 100.0 100.0 100.0 100.0 100.0 100.0

e Firs-Class moil containing odventising (19.1 Biffion}, Standard (4) (72.2 Biffion}, ond Unaddressed Mail {11.1 Bilficn)
Note: Percentages do not sum to 100 becouse of rounding
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50 . e e R

Household Reading Patterns
by Household Income

Percentage of US Households

Under 525K §25-49 9K $50-64.9%
Household Income

Base: US Households, Postal Fiscal Year 2001 (1055 Million),
Note: Household Income Informotion colleded during recruitment inferview.

These percentages jump to 54.3 and 50.2 percent
respectively if it includes mail that is not discarded
but “set aside for later.”

More Standard Mail (A) advertising is being read by
one or more members of a household (up 4.2 percent
from 2000) while fewer households are reading
First-Class advertising (down 9.3 percent from
2000).

A third (32.2 percent) of unaddressed mail is
discarded by households, far more than First-Class
and Standard Mail (A). Nevertheless, the portion of
advertising mail “looked at but not read” is
relatively equal across all classifications.

Likeliness to read advertising mail also seems
dependent on additional factors, including income.
Figure 1.3 shows that 18.5 percent of households
with annual incomes under $25,000 say they
usually read their advertising mail. Not reading
advertising mail at all is relatively consistent across
income levels. Additional analysis on reading
patterns is contained in Chapter Four.

Attitudes Toward Advertising Mail

Advertising is still the greatest proportion of mail
received by households, accounting for 58 percent of
the total mail received by households in PFY 2001,
the same proportion as in 2000. Total advertising

volume in 2001 was 83.3 billion pieces, and will be
discussed in more detail in Chapter 4. After
advertising, bills are the second largest proportion
of mail received by households, representing 13
percent of total household mail or approximately 18
billion pieces annually.

Households have shown less interest in advertising
mail since 1987. Table 1.5 indicates that 59.6
percent of households wish they received less
advertising mail in 2001, compared to 52.9 percent
in 2000 and 30.4 percent in 1987. The percentage of
advertising mail that households find interesting,
are likely to read, has fallen from 62.5 percent in
1987 1o 33.3 percent in 2001 and down 3.7 percent
from 2000).

TABLE 1.5
Attitudes Toward Advertising Mail — Trends Percentoge of Households

‘ hre were | B! 30.4 1 52.9 5%.6
Some are inferesting” 62.5 370 333
Would like more 5.6 58 32
Don't Know 0.34 0.8 05
Received no adverising 1.0 3.5 3.4

Base: US Households, Postal Fiscal Yeor 2001 (105.5 Million).
Note: Estimaies derived from information collected during reciuiiment inferview.

¢ Responee changed from “Don’t mind getting some that doesn't interest
me as Jong as I aleo get some that does interest me* in PFY 1999 to “Some
are interesting and enjoyable” im PFY 2000 and 2001.

2001 HOUSEHOLD DIARY 5TUDY
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In order to fully comprehend household mail volumes,
USPS must examine personal and business
communications among different types of households.
The amount of mail received and sent by households
is an important component of total volumes for USPS.
Changes in mode of delivery as well as type of mail
received and sent by households have important
implications for future USPS revenues and workload.

The best place to begin understanding household
communications is to study their usage of First-Class
mail. To many households, First-Class mail 1is
synonymous with USPS since households use First-
Class mail more than any other postal classification.
In fact, most households may not realize that
different classes of mail exist.

Households rely on USPS for three main purposes: to
pay bills, to keep track of their finances and to
interact with their family and friends. With the
advent of electronic communications and the
expansion of Internet bill pay services and automatic
deduction, USPS must monitor household uses of
First-Class mail such as these listed above in order to
react strategically to changes in household behavior.

Chapter 2: First-Class Mail

First-Class Volumes

There were 103.8 billion total First-Class mail pieces,
excluding packages, in PFY 20017, up from 102.9
billion in PFY 2000. Since 1987, households’ use of
First-Class mail for business communications rose
while personal communications fell slightly, with the
net result being a shlightly increased level of
communication in and out of households. (See Table
2.1)8.

An average of 4.4 pieces per week were sent by
households, up from 1987 (3.8 pieces). An average of
11.1 pieces per week were received in 2001, up from
8.7 in 1987 and 10.5 in 2000. Nonhousehold-to-
household communications remain the highest
proportion (50 percent) of First-Class mail usage at
9.5 pieces per week, up 0.9 pieces per week from
2000. Total First-Class mail originating in
households has increased marginally, while total mail
sent to households is up by .6 pieces per week.

TABLE 2.1

Fisst-Closs Moil Pieces per Household per Week by Sedor,
Postal Fiscal Years 1987, 2000 & 2001

HH-to-HH 1.6 1.3 1.4
HH-to-NHH 21 2.9 2.7
NHH-fo-HH 70 8.6 2.5
Undlassified Incoming 0.1 0.6 0.2
Unclassified Ouigoing 6.1 0.1 0.3
Total mait originating in HHs 38 43 4.4
Total mail armiving in HHs 8.7 10.5 11.1

Base: First-Class Moil Pieces, Including Packoges, Postol Fiscol Year 2001 (77.5
Billion). Inchudes Mail Amiving in or Depanting from Households.

7 Bource: USPS RPW data for Postal Fiscal Year 2001. First-Class mail
totaled 65 Billion Pieces. Source: Demand Forecasting and Economic
Analyasis. See Appendix D.

® Honsehold-to-household volumes were adjusted so that mail sent by
households equals mail received by bonseholds.

2007 HOUSEHOLD DIARY STUDY
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FIGURE 2.1
Percentage of First-Closs Mail

by Sedor, Postol Fiscal Yeors
1987 and 2001

Percentage of Total Domestic Mail

HH-1¢-tH HH-10-NHHR

Demestic Mail Sectors

NHH-tg-HH

NHH-to-NHH

Base: First-Class Mail Fieces sent or received by Households and Nonhouseholds, Including Packages, Postal Fiscal Year 2001 (103.8

Billion) Scurce: RPW Totals, Demand Forecasling and Economic Analysis.
Note: Percentuges do not sum o 100 due to exclusion of uadossified coses.

As shown in Figure 2.1, a decrease in the use of First-
Class mail between businesses and between
households was offset by increases in nonhousehold-
to-household and household-to-nonhousehold First-
Class mail. Business communications (nonhousehold-
to-household mail) increased almost ten percent since
1987 so that it now comprises half of all First Class

1l In 1987, non-household-to-household and

thousehold-to-nonhousehold mail proportions were
close to even; now the former is almost double the
latter. Nonhousehold-to-nonhousehold mail accounted
for 253 percent of total First-Class® in 2001,
compared to 35.6 percent in 1987, Compared to last
yvear’s study, nonhousehold-to-household mail and

household-to-nonhousehold mail increased slightly
(by 1.5 percent and .2 percent of First Class mail
respectively) while mail volumes slightly decreased in
the other two sectors.

Total First-Class Mail Received

As shown in Table 2.2, household mail received is
driven by mail from business or government. In
2001, mail from business or government generated
close to 9.0 pieces per week, an increase from last
year’s 7,62 pieces per week and slightly more than six
pieces per week in 1987, Personal mail is an eighth
of First Class mail to households (1.36 pieces per

TABLE 2.2
First-Class Moil Received by Mail Type

o.qurrd

Business or Government 7.62 72.6 8.76 79.4
Personal 1.34 12.7 1.36 12.3
Social/Charitable/Politicol/Nonprofit 0.93 8.8 0.72 6.5

Base: First-Closs Mail Pieces, Exduding Packoges, Postol Fiscal Yeor 2001 {60.5 Biilion).

? Thia is a residual percentage based on total First-Class mail minus all mail
involving houscholds. No mean is available without a base rumber of T1.8.
nonhouseholds in 2001, ’

4 Chapter 2: First-Class Mail
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week), while Social/Charitable is even less (72 pieces
per week, down .21 pieces per week from 2000).

Table 2.3 is a breakdown of these First-Class mail
types by their subcomponents, compared to 1987 and
2000 data. Bills and invoices (including credit card
statement/bills) are more than a third of all First-
{lass business or government mail to households in
2001, followed by advertising and then financial
statements. Over the fourteen-year study period the
amount of advertising and promotional materials has

almost tripled, to an average of 2.03 pieces per week,
an increase of .28 pieces per week since last year.

The number of bills and invoices received has grown
by .78 per week since 1987, with more than half of
this increase occurring in the last year. Also,
financial statements have almost doubled since 1987,
again with most of the increase in the last year. This
rise in financially-related mail pieces is seen
elsewhere, such as Standard Mail (A), perhaps
reflective of the growing diversification of financial

TABLE 2.3

First-Closs Mail Pieces per Household per Week Received by Moil Type

Business or Government 6.36 7.62 8.76
Advertising/Promoticonal/Sales Materiols Only 0.89 1.75 2.03
Natice or Confirmation of Order 0.23 0.37 0.46
Rill/invoice/Premium Notice 2.52 2.88 3.30
Financial Stalement 0.87 1.13 1.39
Payment or Other Check/Money Order/Credit (No Rebate) 0.32 027 031
Rebate Received in Response to Coupon Submitted 0.01 0.03 Q.03
Haoliday/Greeting/Thenk You Card from Business 0.05 0.09 0.10
Business Invitafion/Announcement 0.26 0.40 0.47
Ciher Business/Government 1.20 0.70 0.68

Personal 1.55 1.34 1.36
Holiday/Seasons Greeting Card 0.55 0.44 0.55
Other Greefing Card 0.29 0.3 0.26
Invitation Q.12 0.3 Q.12
Letter from Friend/Relative 0.46 0.33 0.34
Announcement (Birth, Marriage, elc) 0.03 0.04 0.03
Other Personal 0.09 0.0% 0.06

ISociol/Charitable/Political/Nonprofit 0.59 | 0.93 | 0.72
Anncuncement/Meeting Notice/Invitation 0.22 0.34 0.32
Reguest for Donation 0.07 0.18 Q.16
Confirmation or Thank You for Donation 0.03 0.14 0.07
Bill {Social/Charitable/Political/Nenprofit) 0.04 0.12 | 0.04
Other Social 0.22 0.15 0.13

[unclassified 0.11 | 0.62 | 020

Total 8.561 | 10.51 | 11.03

Base: first-Class Mail Piecas, Baduding Pockages, Postol Fiscal Year 2001 {60.5 Billion).
Note: Bill/lmvoice/Premium Notice indludes Credit Card Siotement/Bill. Numbers have been rounded 1o the
closest one-hundredth; subtotals & tofals may not sum due jo rounding.
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options available to households, along with

Americans’ growing consumerism.

Personal mail, while down from 1987, increased
slightly since last year. This rise is caused by
households sending more holiday greeting cards in
2001, up .11 pieces per week from 2000.
Social/Charitable mail received by households has
grown by 22 percent since 1987, due in large part to
the increased number of announcements/meeting
noticesfinvitations and requests for donations
received by households in 2001. The amount for 2001
(.74 Social/Charitable pieces per week), however, is
less than the .93 pieces per week for 2000.

Households classified the “shape” of First-Class mail
they received into one of three categories: envelope,
postcard or catalog/flyer (See Table 2.4). First-Class
mail received by households is predominantly
envelopes, which make up 86.2 percent of all First-
Class mail received by households in 2001 for an
average of 9.51 pieces per week. Postcards accounted

8.2 percent, or an average of almost one (.91) piece

;- week to households, while First-Class catalogs
are just .61 pieces per week or 5.6 percent of the total
First-Class mail received by households.

TABLE 2.4
First-Class Mait Pieces per Household per Week Received by Shape

Envelope 951
Postcard 0.91
Cotalog/Flyer 0.6%
Unclossified 0.003
Total 11.03

Base: First-Class Mail Pieces, Exchuding Packages, Postal Fiscal Year 2001 (60.5 Billan).

Households also commented on the timeliness of
First-Class mail delivery, reporting a high level of
satisfaction with First-Class mail service. Of First-
Class mail received by houscholds in 2001, almost
half (48.7 percent) arrived either earlier or on the day
needed. Only 1.2 percent arrived late and 415
percent were not expected to arrive on any particular
day. The remaining 8.6 percent were unsure ahout
the time of arrival.

Factors Affecting Mail Received

Income categories are based on the head of
household’s stated annual income in PFY 200%. In all
previous thirteen years of the HDS, income is
strongly related to household First-Class mail
volumes!®. The year 2001 is no exception (Figure
2.2). Households with annual incomes exceeding

o FIGURE 2.2
3 :: uy ¥ First-Class Mail Pieces per
%. 1R 1M Household per Week Received
' by Income

<57 <510k <SI15K <S20K

<S25K <5350 <S5OK  <Se5K  <SBOK  <SIOOK SI00K+

Household Income

Base: First-Chass Mail Pieces, Bxcluding Packoges, Postel Fiscol Year 2001 (60.5 Biflion).

"he: Household income Information colleded during recruitment inferview.

1 Source: TNS Intersearch Corporation, formerly Chilton Research Services,
FFY 1999 HDS Final Report.
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Bose: First Class Mail Peces, Excluding Pockages, Postal Fiscal Yeor 2007 (6015 Billion).
Note: Educational Attainmert of Head of Household Information coflected during recruitment inferview.

$100,000 receive three times as much First-Class
mail as houscholds with incomes under $7,000
annually; an average of 16 pieces per household per
week compared to five. Educational attainment is
related to income and is compared against total
volumes for 1987 and 2001. Households where the
head of household has done postgraduate work
receive nearly twice as much First-Class mail than
households where the head of household has an
eighth grade or less educational attainment level:
13.3 average pieces per week compared to 8.4.
Generally, houscholds with higher levels of
educational attainment receive more First-Class mail
(See Figure 2.3).

First-Class Mail Sent

Households sent 24 billion pieces of First-Class mail
in PFY 2001, an average of over four (4.4) pieces per
household per week. Just under half (47.1 percent) of
this outgoing mail was bill payments. This category
alone represents an average of 2.04 outgoing First-
Class mail pieces a week. Table 2.5 (refer to following
page) displays First-Class mail sent by households in
2000 and 2001 by mail type.

In 2001, households sent 2.72 pieces per week to
nonhouseholds!, compared to 2.1 pieces in 1987.
This data shows a decreased use of First-Class mail
for business communications and an increase in the
average number of household-to-household pieces
sent per week since PFY 2000.

11 Spurce: TNS Intersearch Corporation, formerly Chilton Research Services,
PFY 1999 HDS Final Report.

nder hatf {4;
oing. mail was bill

Personal greetings accounted for an average 1.36
pieces per week in 2001, compared to 1.33 last year
and 1.6 in 1987. Note that the average pieces per
week in the household-to-household sector are the
same for both First-Class mail sent and First-Class
mail received. This is because these communications
exist within a closed loop, and are adjusted to be
identical to  compensate for  anticipated
underreporting by households. As with First-Class
mail received, First-Class mail sent by households is
more than twice as likely to be a holiday/other
greeting card as a personal letter.

2001 HOWSEHOLD DIARY 5TUDY
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TABLE 2.5
First-Class Mail Pieces per Household per Week and Percentoge of Total Sent by Moil Type

NonHousehold 2.88 67.6 2.72 63.0

Order 0.6 3.7 013 31
tnguiry-Business/Government 0.09 2.2 on 2.4
Payment 2.09 491 2.04 471
Other Business/Government 0.29 68 0.27 6.2
Donation on 2.5 0.10 2.4
Inquiry-Social 0.03 0.8 0.01 0.3
Letter : 0.04 1.0 0.03 0.7
Other Sociaf 0.07 1.6 .03 0.7
Houschold 1.33 31.3 1.36 29.9
Holiday/Seasons Greeting Card 0.37 87 0.55 0.7
g’;;ﬁ;ﬁ;}’ﬁfﬁ;ﬁ (Birthday, 0.39 9.2 0.26 8.4
Invitation .09 2.1 0.12 1.8
LeHer to Friend or Relative 0.38 $.0 0.34 7.3
Announcement (Birth, Marriage, etc) 0.02 0.4 .03 0.3
Ciher Personal 0.08 1.9 0.06 1.3
Undassified 0.05 1.1 0.31 7.1
Total First-Class Mail Sent 4.26 100.0 4.39 100.0

Base: Fira-Class Mail Sent by Households, Excluding Pockages, Postal Fiscal Year 2001 (238 Billion).
Note: Tetols may not sum to 100 due fo rounding,
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Nofte: Household Incorne information collected during recruitment inferview.
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Base: First-Class Mail Pieces Sent by Households, BExcluding Packoges, Postal Year 2001 (23.8 8illion).
Note: Household Income and Ownership Status Information colledted during recruitment inferview.

Factors Affecting Mail Sent

Households send and receive more First-Class mail as
household income increases. Figure 2.4 shows data
previously reporied in this chapter (First-Class mail
received) compared to First-Class mail sent by
households in PFY 2001 across all income categories.
This comparison reveals that mail sent from

households is not as strongly correlated with income
as mail received.

Home ownership, for example, is strongly correlated
with First-Class mail sent (See Figure 2.5).
Homeowners reported an average of 4.8 pieces per
household per week compared to 2.9 pieces reported
by renters. This association was stable across income
categories.

2901 HOVUSEHOLD DIARY STOUDY
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FIGURE 2.6

First-Class Mail Pieces per
Household per Week Sent by

Pieces per Household per Week

Number of Accounts

Number of (redit Cords and
Finoncial Accounts

Base: First-Class Mail Sent by Household, Excluding Packoges, Postal Fiscal Year 2001 (23.8 Biffion,.

Note: Finaricial Account & Credit Cord Information colledted during recruitment inferview.

The total number of household financial accounts or
credit cards also positively influences the reported
volume of First-Class mail sent (See Figure 2.6).
Housecholds with zero financial accounts reported an
average of 3 pieces per household per week compared
to 5.3 pieces reported by households with five or more
“hancial accounts. The relationship between the

nber of credit cards and First-Class mail sent is
wose to that observed with financial accounts.
Households with zero credit cards reported an
average of 3 pieces per week compared to 5.1 pieces
reported by households with five or more credit cards.

Bill Paying Through the Mail

Bill payments comprise the greatest portion (47.1
percent) of First-Class mail sent. More than a fifth
{21.5 percent) of all bills paid through the mail are
credit card bills, followed by electric/utility, medical,
bank/credit union and insurance company bills (See
Table 2.6). There are no differences between lower
and upper income households in types of bills paid.

Why do people continue to pay bills through the mail
in the face of other options, such as on-hine bill paying
and over the phone? Almost a third (30.6 percent) of
households say they pay bills through the mail
because it is easy and another 16.7 percent pay bills
through the mail out of habit. (See Table 2.7)
Hougehold income plays no difference in attitude
towards payment through the mail.

TABLE 2.6
Percentage of Type of Bills Paid Through the Moil Top Five Responses

Credit Cord 215
Electric/Gas/Water/Utility Compeny 14.5
Medicol 12.4
Bank, Credit Union 7.0
Insurgnce Compaony 6.7

Base: First-Class Mail Sent by Household, Excluding Packages, Postal Fiscal Year 2001
(23.8 Billion).

TABLE 2.7
Reasons for Paying Bills Through the Mail Top Six Responses

Easy to use 30.6
Habit 16.7
Most trusted method 1338
Not a local bilt 10.3
No other option 7.9
Want a written record 5.1

Base: First-Class Mail Sent by Household, Excluding Packages, Postal Fiscal Yeor 2007
{23.8 Billion).
Note: Information collected during recruitment inferview.
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While most households report paying at least one bill
per month through the mail, a significant proportion
of households report paying some of their bills
through other means. More than one-third (34.9
percent) of households pay at least one bill through
antomatic deduction from their bank accounts.
Almost as many households (32.7 percent) pay at
least one bill in person, while 13.6 percent pay one or
more bills automatically through their credit card and
10.2 percent of households pay at least one bill via
the Internet.

As noted above, paying bills by automatic deduction
from a bank account is the leading alternative to
paying bills through the mail. More than a quarter
(26.6 percent) of bills paid by automatic deduction
from a bank account are for insurance, followed by

“Paying bills by automatic ded

- a'bank account is the leading;
" ’to paying bills through the mai :

12.8 percent for mortgage payments and 12.8 percent
for loans. Households pay bills by automatic
deduction because it is easy to use (29.5 percent),
they have no other option (22.3 percent), it is their
most trusted method (15.1 percent), or they don’t
have to think about it and there are no late fees (11.0
percent).

2001 HOUSEHOLD DIARY STUDY
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More than half of total domestic mail to households in
2001 was Standard Mail (A). Although households do
not use Standard Mail (A) for their outgoing mail, it
is the dominant classification of mail received by
households. Total volumes were 74.8 billion pieces, or
an average of 13.6 pieces per week per household, an
increase from the more than 69 billion pieces in 2000.
This amount is also an increase of almost 3 pieces per
week per household since 1987. Table 3.1 examines

Chapter 3: Standard Mail (A)

in more detail the Standard Mail (A) pieces per
household per week and percentage of total Standard
Mail (A) by selected categories. Standard Mail (A)
consists of letters and flats, unsolicited publications
and packages. Presorted Standard, or Bulk Rate, is
the largest proportion of Standard Mail {(A) volumes.
This rate comprised 83.7 percent of all Standard Mail
{A) or 62.6 billion pieces in 2001.

TABLE 3.1

Stendard Mail (A) Pieces per Household per Week and Percentage of Total

Standard Mail (A) Letters 72.2 96.5
Presorted Standard, or Bulk Rate 62.6 1141 83.7
Nonprofit Organization 9.6 1.75 12.8

Unsolicited Publications 2.0 0.36 2.6
Commercial 1.5 0.27 2.0
Nonprofit 0.5 0.09 0.7

Standard Moil (A) Packages 0.6 0.12 0.9

Total Standard Mail (A) 74.8 13.64 100.0

Base: Stondard Mai (A}, Postel Fiscol Yeor 2001 (74.8 Billion).

2001 HOUSEHOLD DIARY STUDY
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Use of Standard Mail (A)

‘andard Mail (A) is the preferred classification of a

tde variety of industries and organizations.
Assessing trends in usage among these senders 1s a
valuable strategic tool; examining where Standard
Mail (A) volumes originate will enable USPS +to
predict growth in the future. Figure 3.1 and Table
3.2 indicate use of Standard Mail (A) by businesses
and organizations. Table 3.2 compares total
Standard Mail (A) volumes among the top five
businesses or organizations that distribute Standard
Mail (A). Figure 3.1 separates businesses or
organizations into six summary categories!?
Merchants account for more than five pieces per week
of Standard Mail (A) to households in PFY 2001, with
Financial in second with more than two pieces per
week. Taken together, these two industry categories
make up nearly 60 percent of Standard Mail (A)
volumes. '

Merchants are the heaviest users of Standard Mail
(A), with three of the largest individual sender types
falling into this category. Mail order companies are
the largest individual user (16.7 percent, for about 12
billion pieces annually), followed by
department/discount stores, credit card companies,
publishers, and finally, other stores. A significant

difference from last year’s figures is a more than fifty
percent jump (.43 pieces per week) in credit card
pieces. Also, mail order companies comprise a larger
proportion of Standard Mail (A) pieces than last year,
14.4 percent i 2000 compared to this year's 16.7
percent.

Consistent with these use patterns, 89.9 percent of
Standard Mail (A) pieces contain material from one
organization. The remaining 8.5 percent (1.5 percent
were unclassified), slightly more than six billion
pieces, contain material from several organizations.

TABLE 3.2
Top Five Distributors of Standard Moil {A) Pieces

Depenment/Discount Store 1.05 80
Credit Card 1.02 7.7
Publisher 92 7.0
Other Store .87 6.6

Base: Standard Mail (A, Excluding Pockages & Unsolicited Publications, Fostal Fiscal
Year 2007 {72.2 Billion).

W 2000 B3 2001 I

60

FIGURE 3.1

Standard Mail {A} Pieces per
Household per Week by

Business / Organization Type

Pieces per Household per Week

Sedial/Nonprofit Senvices

Maijor Business/COrganization

017 022 02 019
— i) 0 TRy |
Monuhocurers Government

Base: Siondord Mail (4), Bxcluding Pocknges & Unsolicited Publications, Postol Fiscol Year 2001 (64.9 Billion). Restricked jo mail pieces

sent by single organizetion,

able 3.2 appears in this chapter as the only instance of this more detailed
sreakdown. Throughout the remainder of Chapter 3, the six aggregate
groups appearing in Figure 3.1 will be used for comparison.
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TABLE 3.3

Standard Moil (A) Pieces per Household per Week by
Major Business / Organization by Household Familiarity

Financial 1.05 61 45
Merchants 3.47 .B4 65
Services .78 36 .33
Manufaciurers 10 06 .04
Government 12 05 01
Total 6.51 2.50 1.76

Bose: Standard Mail (A}, Excluding Packages ond Unsolicited Publications, Postal Fiscal Year
2001; Restricted to mail pieces sent by single organizetions (64.9 Billion}.

Over half (5.2 percent) of all Standard Mail (A)
pieces  (excluding packages and  unsolicited
publications) originate with a sender with whom a
member of the household has done business with in
the past. A little over a fifth (20.3 percent) originates
with a business or organization the household knows,
but has not done business with, and 15.0 percent of
Standard Mail (A) originates with a business or
organmization with which the household has no prior
knowledge, association or relationship. Nevertheless,
a closer look at familiarity by average pieces per week
shows that households are more than three times as

likely to receive Standard Mail (A) from an
organization they know or have done business with as
they are from an orgamization that no one in the
household knows. Table 3.3 shows the average pieces
per week received by households by sender type and
familiarity.

While Standard Mail (A) packages are a fairly small
portion of total Standard Mail {(A) volumes, (only 647
milhon in 2001), their use patterns are interesting.
This rate is used primarily by businesses to provide
goods or services to households. More than half of all
Standard Mail (A) packages are sent to households by
businesses in response to an order by a member of
that household. The next highest percentage 1is
unsolicited samples, which account for 28.9 percent of
total Standard Mail (A) packages sent to households
in 2001,

Standard Mail (A) Characteristics

This section examines Standard Mail (A) by s
characteristics (addressing, shape, contents and
seasonal patterns) to add a broader picture of use
patterns and total volumes.

In some ways, Standard Mail (A) has changed
dramatically since the beginning of the Household
Diary Study, reflecting ongoing improvements in
companies’ marketing tools. In PFY 1987, 5.29 pieces
per household per week were addressed to a specific
person, while 2.39 pieces were addressed to
“occupant.” Advertisers have since developed better
ways to reach households. In Figure 3.2 it shows that
today, 10.6 pieces per houschold per week are

M1%7 E200

FIGURE 3.2
Stondard Moil {A) Pieces per ‘2
Household per Week by 0
Addressee

o0

o

e
i

Pieces per Household per Week

10.6

Specific Member of Household

Addressee O(tupamlkesidwt/ Postat Patron

Base: Standard Moil [A), Excluding Packages and Unsoficited Publicaions, Postal Fiscal Year 2001 (72.2 Bition).
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FIGURE 3.3

[ﬁuunerl Duorter? O Quorter 3 8 Quarter 4 |

Selected Maif Classifications,
Pieces per Household per
Week by Ratio of Postal
Quarter to Annuol

Quarterly o Annual Pieces per
Household per Week

-

Stondord (&) Totol

Nonpsofit Orgonization  Presorted Stondord, or  Unsoficited Publications

|ALRRE!

Standard A Pockoges
Buik Rate
Stendard (4) Totals and Sub-Tolals

Bose: Annual Pieces per Household Per Week, Sefected Postal Classifications, Postal Fiscal Year 2001 (74.8 Biffion).
MNote: Annua! Pieces per Household per Week Equol to 1.0,

addressed to a specific person in the household, with
2.3 pieces addressed to “occupant, resident, or postal
‘trom,” for a much higher ratio of specifically
lressed Standard Mail (A). Figure 3.3 compares
<ach postal quarter’s contribution to the annual
pieces per household per week for selected postal
classifications. Pieces per household per week are
presented for each quarter as a ratio between
quarterly averages and annual averages. A look at
these seasonal patterns shows that the Presorted
Standard, or Bulk Rate closely mirrors seasonal
patterns for total Standard Mail (A). The highest
pieces per household per week are recorded in quarter
one with the lowest numbers recorded in guarter four,
with. similar volumes for quarters two and three. The
two significant differences from last year are the
dechine in Unsolicited Publications during the first
and fourth quarters and the growth in the number of
Standard A packages during the first quarter.

ZIP plus four wusage i3 highly common within
Standard Mail (A) and is another feature of Standard
Mail (A} that changed dramatically over the life of the
study. In 1987, 92.5 percent of Standard Mail (A)

received by households had a five-digit ZIP code.
Only two percent included the regional four-digit
code. Since most advertisers today must get their
matling lists certified by USPS, and many computer
programs exist to automatically add the four-digit
code, most incoming mail to households should be
coded in accordance with postal regulations. In fact,
81.2 percent of Standard Mail (A) received by
households in 2001 was coded ZIP+four, up seven
percent from last year. Only 15.1 percent included a
simple five-digit Z1P code!3 in 2001,

However, businesses are not as efficient when it
comes to listing their return address. In 2001,
businesses were not as likely to include their
ZIP+four. Almost half (33.3 billion pieces) simply
listed a five-digit ZIP code, while 29,0 billion included
the additional four digits.

B The remaining two percent were without a ZIP code.
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The ‘look’ of Standard Mail (A) has changed over the
years as well (See Table 3.4). Letter size envelopes
now make up a larger portion of Standard Mail (A),
and households receive almost twice as many of them
compared to 1987, The receipt of larger envelopes,
unpackaged catalogs and magazines/newsletters has
also grown. A look at these same characteristics by
industry sender type shows which users prefer which
shapes. It is important to note that the percentages
shown here represent a proportion of total Standard
Mail (A) originating within each industry sender
type. In other words, volumes may not be the same
across categories, but proportions can be compared.

Table 3.5 shows that the financial sector and
Soctal/Nonprofit use letter-sized envelopes most
frequently. Services, which include utility companies
and the health care and entertainment industries,
also use letter size envelopes frequently. Merchants
opt for unpackaged catalogs, while Manufacturers
and Government display preferences for addressed
circulars/flyers.

Standard Mail (A) package characteristics have less
to do with shape than content and the use of special
services, which include speecial handling or delivery,
insurance, certification, registration and C.0.D, The
use of special services i1s not common for Standard
Mail (A) packages. More than 90 percent of Standard
Mail {(A) packages are delivered without them. Of the
647 million Standard Mail (A) packages, only 9
million are tagged for special handling. Six million
pieces are sent certified, with receipt requested, and
an additional 3 million are insured.

TABLE 3.4

Standord Moil (A) Pieces per Household per Week by Shape,
Postal Fiscal Years 1987 ond 2001

Letter size envelope 1.83 3.60
Flyers/Circulars 212 2.65
Catalog {not in envelope) 1.50 2.45
Lorger envelope 1.26 1.85
Postcard 0.20 0.92
Magazines/Newsletters 0.18 0.81
Detached Label Card 0.61 0.46
Catalog in envelope NA 0.23
Unclassified NA 0.02
Don't Know/Reluse/Unclassified 0.1 0.15
|:ieigtlzss :::::dl-':;gsr:::lc(ln;er Week 7.70 13.16

Base: Standard Mail (A), Excluding Packages ond Unsolicited Publications, Postal Fiscol
Year 2001; (72.2 Billion). Numbers have been raunded fo the closest ene-hundredth;
total for aggregote dota.,

TABLE 3.5
Percentage of Standard Mail (A} Pieces Sent, Mojor Business / Organization by Shape™

Financiol 59.6 20.9 0.8 1.2 0.2 5.4 8.6 27
Merchants 12.8 11.6 29 39.2 0.2 6.4 21.0 5.3
Services 28.5 13.6 12 6.8 0.4 149 28.6 55
Manufacturers 18.7 17.2 20 11.5 1.0 85 37.0 38
Government 19.3 13 0.3 4.7 0.2 10.7 33.0 18.4
Social/Nonprofit 41.1 14.3 0.7 3.5 0.2 6.3 237 2.5

Base: Standard Mail (4), Excluding Pockages ond Unsolicifed Publications {64.9 Billion); Estimates represent row percenfages. Postal Fiscal Year 2001
Note: Row Percentages do not sum o 100 due 1o the exdusion of undssified cases. Resiriced ho Mail Pieces sent by single orgonization.

1 Totals exclude nnclassified data.
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;

The contents of Standard Mail (A) packages in PFY 3
TABLE 3.6 A ;
2001 reveal why special services are used so E
Percentage of Stondard Maif (A) Packages by Contents infrequently (See Table 3.6). Computer software is

rarely shipped with any special services unless
requested by the customer. The second highest ]
proportion of Standard Mail (A) packages is music ;

i and videos.

Computer software 3
T o Factors Affecting Receipt of

Books o Sfﬂndﬂfd Mﬂi’ [A, .
Clothing 7.2 There are various factors that might influence an

Food produdis 33 individual household’s receipt of Standard Mail (A).

Several of these variables are demographic, while .

Toys 2.6 others may have more to do with the household’s *
Elecironics 146 bebavior or characteristics.
Travel products 16 Educational attainment is highly correlated with “
C - : mcome and will be used in this chapter to make !

emputer hardwore A Standard Mail (A) volume comparisons. Figure 3.4
Orther Confents 498 shows that as educational attaipment increases,
Total 100.0 Standard Mail {A) volumes increase as well.

Base: Standard Mail {A) Packages, Postal Fiscal Year 2001 {647 Miffion).
Note: Percentages do not sum 1o 100 because of ounding.

FIGURE 3.4 W17 32001

Standord Mail (A) Pieces per 0 ] - 75
Household per Week by
Educational Attainment 15 -
of Heod of Household

Pieces per Household per Week
=
i

Bth Grode or less  Some High School  High School  Some {ollege  Technicol Schood  College Graduate Pastgroducte Work
Graducte Groduote

Educational Alainment of Head of Household

Base: Standard Mol (A), Postol Fiscal Year 2001 (74.8 Billion). i
Note: Educational Aftainment of Head of Househokd Information collected during recruitment inferview. )
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Living alone and income greatly affect the amount of
Standard Mail (A) per household per week. (See
Table 3.7}). Those living alone have less Standard
Mail (A) volume than those households with two or
more persons, although as household size increases
beyond two persens, the amount of Standard Mail (A)
does not 1increase. Similarly, households with
incomes of more than $50,000 have more Standard
Mail (A) than those earning less.

Households also have different
characteristics or behaviors that influence their
Standard Mail (A) volumes. Figure 3.5 shows that
the amount of Standard Mail (A) pieces received by
households increases as the number of household
financial accounts and credit cards increase.

financial

TABLE 3.7

Standord Moit (A} Pieces per Household per Week by
Household Size and Household Income

2 10.31 1810
3 8.58 16.79
4 912 17.99
5 or more 9.37 18.02

Bose: Standord Meil (A), Postal Fiscal Yeor 2001 (74.8 Billion),

Note: Household Income Information coflected during recruitment inferview.

[I Finencial Accounts E3 Credit Cards l

FIGURE 3.5
Standard Moil (A) Pieces per Wae
Household per Week by
Household Number of Finandial :
Accounts / Credit Cords S

—
=

Pieces per Household per Weak

4 5 or More

2 3
Household Number of Accounts

Bose: Standard Mail {A), Postol Fiscal Year 2001 (74.8 Biflion).
Note: Acoount Information collecied during recruitment inerview,
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R FIGURE 3.6

5 L 1471
1247

Pieces per Househaold per Week

Standord Mail (A} Pieces per
Household per Week by
Numbet of Previous Household
Online Purchoses

None 1-3 L) 7-10

Number of Household Internet Purchases - Past 12 Months

11-20 21 o More

Bose: Standard Mail (A), Postal Fiscal Year 2001 (74.8 Bifhon).
Nate: Infernet Purchose Activilty colfecled dunng recruitment inferview.

In addition, households’ online purchasing affects
their Standard Mail (A) volumes. The more previcus
purchases they have made online, the more Standard
Mail (A) they receive (See Figure 3.6). This is
understandable since many direct mail lists are
generated from online transactions. The only
difference from last year is that the amount of

‘andard Mail (A) is down by 3.3 pieces per week for

08¢ making 21 or more Internet purchases in the
past year.

FIGURE 3.7 "

Percentage of Stondard Mail
(A} Pietes by Household
Reading Potierns

2.6

171

792

Recipient Response to
Standard Mail (A)

This section looks at the treatment of Standard Mail
{A) by househelds to determine what, if anything,
influences their decision to read, use or respond to the
Standard Mail (A) they receive?s.

In general, households respond favorably to Standard
Mail (A) (See Figure 3.7). Almost half (47.1 percent)
of all Standard Mail (A) is read by at least one

Il Read by Household Member

319 B8 Read by More thon One HH Member

[ Looked At, Not Read by Any HH Mermber
W Discarded, Not Reod

BISet Aside for Loter Reading

B Undassified

Base: Standard Moil {(A), Excluding Fackoges ond Unsolicifed Publications, Postal Fiscal Year 2001 {72.2 Billion}.

¥ Standard Mail (A) packages are excluded from this analysis since
households were not asked to respond o nnsolicited samples.
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member of the household. Litile more than a fifth
(21.6 percent) is discarded without being looked at.

Table 3.8 shows that letter size envelopes are the
most likely “shape” to be read by at least one member
of the household {45.5 percent), followed by catalogs
not in envelopes (43.9 percent) and addressed
flyers/circulars/folded pieces (41.2 percent).

Letter size envelopes are also the most likely shape of
Standard Mail (A} to be discarded and not read.
However, they are almost twice as likely to arrive at
households as are envelopes larger than letter size,
addressed flyers/circularsifolded pleces and catalogs

not in envelopes; and at least three times as likely as
every other shape within Standard Mail (A).

Households categorize 41.4 percent of their Standard
Mail (A) as ‘useful information,” while 30.4 percent is
described as being ‘neither interesting, enjoyable nor
useful’ and additional 15.7 percent as ‘interesting or
enjoyable.” Only 5.1 percent is labeled ‘objectionable.’

A comparison of these attitudes against household
familiarity with the business or organization sending
the mail reveals that households are more likely to
respond favorably to Standard Mail (A) from

| TABLE 3.8
Stondard Mol {A) Pieces per Household per Week, Shape of Mail Piece by Household Reading Patterns by Percentages

(perce the ote

Letter Size Envelope (27.4) 28.2 29.1 34.1 158
Addressed Flyers/Circulors/Folded Piece (20.1) 19.6 23.2 213 20.6 17.5
Catalog rot in Envelope {18.6) 18.3 256 16.3 12.6 369
Envelope Larger than Letter Size (14 1) 152 11.¢ 14.7 14.7 133
Postcard (7.1} 8.0 7.1 7.5 7.5 2.2
Newspapers/Mogozines/Newsleiters (6.7) 6.1 10.7 4.4 3.9 10.1
Detached label pestcard (3.5) 2.4 1.9 51 53 1)
Catalog in Envelope {1.7) 2.2 23 1.1 1.2 2.7
Con't Clossify (1.4) 0.6 0.8 0.6 0.4 0.4
Total 100.0 100.0 100.0 100.0 100.0

Base: Stondard Mail {A), Excluding Packoges and Unsolicited Publicotions, Postal Fiscol Yeor 2001 (72.2 Billion).

Noie: Percentages do not sum fo 100 because of rounding.
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organizations with which they are familiar (See
Figure 3.8). Households classified 61.7 percent of
ail from a business or organization they recognized
‘useful.” These businesses also fared the best when
households found a mail piece to be ‘neither
interesting or enjoyable’

Response rates (whether or not a household said they
would respond to a particular piece of mail) show a
similar relationship. Households are more receptive
to mail from organizations or businesses they are
familiar with, as evidenced by Figure 3.9.

Base: Standard Mail (4), Fxcluding Packoge and Unsalicited Publications, Pastal Fiscal Year 2001 (64.9 Biflion).
Note: Restricted lo Moif Preces sent by single orgonization; row percentages.

FIGURE 3.9
Percenlage of Standord Mail

i W Doss or Has Done Business With  E3 Knows, No One Does Busingss With [ Orgonization No One in HH Knows I FIGURE 3.8

noo - — Percentage of Standerd Mail
B 58, L M) Piees, Household
E i %) Familiasity of Sender by
& - — - —— = =1 {  Reodion Toword Stondord
2 - Mail {A) Piece
5
PR -
L i
S 204
bt
@ 05—

|
0 -+— .
Uselul Informotion we like to Interesting o Enjoyoble, Not — Neither Interesting Nor seful Objectioncble
receive Useful
Reaction Toward Mail Piece

I Does o Has Done Business With Knows, No (e Does Business With ] Orgonization No Dne in HH Knows I

90
(A) Pieces, Household 789 _ 834

Fomiliarity of Sender by 8

Response to Mail Piee | 2
'.g
=
B
@
g 85
=
[]
E
8 22 4,

Yes No Maybe

Response Toward Mail Piece

Base: Stondord Mail {A), Bacluding Packages and Unsolicited Fublications, Postal Fiscal Year 2001 (54.1 Biffion).
Note: Restriced to Mail Pieces consisting of odvertising or soficitation of funds; row percenfages.
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The most efficient method for businesses to
communicate with consumers is through direct mail
advertising. Using USPS enables advertisers to
target new clients and to continue marketing to
repeat customers. Direct mail is effective because
advertisers can target letters, postcards, free
samples, and other enticements te specific types of
households. Direct mail advertising is also valuable
because it enables businesses to track the
effectiveness of their advertisements through
response rates. Direct mail advertising has another
important advantage: it is private, so advertisers
share their offers with customers, not with
competitors.

This chapter examines annunal advertising volumes
for PFY 2001, as well as the demographic factors
affecting the amount of advertising delivered to
American households. Household reactions and
response rates, introduced in Chapter One, are
explored in greater detail here.

Accurate comparison of advertising mail volumes over
time is difficult, since volumes were calculated
differently throughout the years of the Household
Diary Study. For the purposes of this report,
advertising mail is classified as any advertising,
promotional or sales material received by households
in 2001. This description is not interpreted; it is an
exact tabulation of responses from households in the
diary.

Advertising mail in 2001 exists across several postal
classifications, e.g. First-Class, Standard Mail (A),
and Package Services (formerly Standard Mail (B)).
First-Class Mail and Standard Mail (A) include any
advertising-only  mail, promotional material
fadvertisements enclosed with household mail, or
unsolicited publications. Standard Matl (A) packages
and Package Services are advertising if the household
described it as an “ansolicited sample.” Unaddressed
material may also contain product samples or
coupons, but this data is not categorized in the same
fashion as First-Class, Standard Mail (A) or Package
Services. There were 5.3 billion pieces of
unaddressed advertising mail in PFY 2001,
accounting for almost seven percent of advertising
volumes!6,

1% UInaddressed materials are part of total advertising volomes, but are not
compared against volumes reported within postal classifications,

Chapter 4: Direct Mail Advertising

It should be assumed that totals represented in this
chapter include both advertising-enclosed mail and
advertising-only, in addition to unaddressed
advertisements sent to the household in PFY 2001.

Advertising Volume

American households receive over a billion pieces of
sales, advertising or promotional material (including
catalogs) per week. Advertising mail is the greatest
proportion of mail received by households, accounting
for 57 percent of the total mail received by households
in PFY 2001,

4 uf{bogi 15 ‘pig

g

Total advertising volume in 2001 was 82.4 billion
pieces, or an average of 15.02 pieces per week per
household. (By comparison, bills are the next largest
proportion of mail received by households at 3.3
pieces per week.) This amount is an increase from
the 72.4 billion, or 12.80 pieces per week, seen in last
years study. As stated before, comparisons with
2000 data are made only when there are significant
differences; otherwise, if the data is similar to last
year, it will not be highlighted.

Within each postal classification, advertising mail is
categorized in a variety of ways. First-Class
advertising mail is sent either regular First-Class,
presorted First-Class, automation presort or
automation carrier route. Standard Mail (A)
advertising mail can be standard, presorted standard
or bulk rate, standard or bulk rate enhanced carrier
route, nonprofit or nonprofit enhanced carrier route.
Package Services, the least expensive of the three
classifications, is mailed parcel post, DBMC parcel
post, bound and printed matter or special standard
mail.
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Table 4.1 is a breakdown of total advertising mail
volumes by postal classification, including the

‘beategories of those classifications described

sovel?”. [The advertising volumes represented in the
table do not include advertising mail described by the
household as a “solicitation for funds” or “request for
donation.” Requests for donations account for over
800 hundred million pieces of First-Class mail and
over 5 hillion within Standard Mail (A). If these
totals are combined with total advertising volumes,
then households received nearly 89 hillion pieces of
advertising mail in 2001, less than 7 percent of which
were requests for donations.]

As shown in the Table 4.1, more than two-thirds (69.7
percent) of advertising mail received by households is
sent Standard Mail (A). Standard Mail (A} is driven

by the use of several rates, namely presorted
standard or bulk rate (67 percent of total
advertising); up slightly (1.65 pieces per week) from
last year’s study. Domestic First-Class Mail
comprises less than a quarter (23.7 percent) of total
advertising. The most significant change from last
year 18 the decrease of Nonprofit Standard Mail (A)
advertising, 2.9 percent of this year’s total, a large
decline from 8.5 percent in 2000. As mentioned
elsewhere, last year's relatively high rate was
probably driven by Presidential election year politics,
when Nonpprofits increase the amount of advocacy
mail sent. Other noticeable changes from last year
are in Domestic First-Class mail, where advertising
only mail decreased by .21 mail pieces per week, and
mail with advertising enclosed increased by .66 pieces
per week.

TABLE 4.1

Advertising Mail by Postal Classification, Percentage of Total Advertising and Pieces per Household per Week

Domestic First-Class Mail Pieces 19.5 3.56 23.7
Advertising Only 0.4 0.07 0.5
Advertising Enclosed 193 3.4% 732
Standard Mail (A) 57.5 10.48 69.7
Presorted Standard, or Bulk Rate 528 9.63 64.1
Nonprofit Crganization 2.4 0.43 29
Unsolicited Publications 2.0 0.36 2.4
{Commercial} (1.5} 0.27) {1.8)
(Nonprofit) (0.5} {0.09) (0.6
Unsalicited Samples {All Postal Classes) 0.2 0.05 0.4
{Unaddressed Material 54 0.98 8.6

Total Advertising 82.4 15.02 100.0

Base: Advertising Moil Pieces, Postal Fiscal Year 2001 {82.4 Billion).

Note: Numbers have been rounded fo the dlosest fenth and one-hundredth; sublotals are the aggregate foral for that cotegory.

“ackage Services is the only exception. Due to low volumes in the study,
:entages were too small to be noteworthy, and therefore, only Package
—<rvices totals are represented here. For the purposes of this chapter, Firat-

Class volumes will be compared against Standard Mail (A) only.
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First-Class advertising is used primarily by the
financial sector; 41.0 percent of all First-Class
advertising originates here (See Table 4.2). Financial
advertising is defined as advertising from a credit
card company, bank, credit union, securities broker,
money market account, insurance company, or real
estate broker. Merchants, such as department stores,
mail order companies or publishers, are the second
highest user of First-Class advertising, followed by
Services (utilities, medical professionals or insurance
companies, computer companies, entertainment) and
Social/Nonprofit (political, charitable or nonprofit
organmizations). Merchants drive the wvolumes of
Standard Mail (A) advertising to American
households, with 57.8 percent of all Standard Mail
(A) advertising mail, an increase of 6.7 percent from
last year. The financial sector is a distant second;
sending 19.5 percent of their advertising mail
Standard Mail (A), followed by Services and
Social/Nonprofit. Again, Social/Nonprofit is much
less than last year (down by more than a half in both
First-Class and Standard Mail (A) in 2000), reflecting
the growth of such mail in Presidential election years.
Similarly, the huge decline of Government
advertising (down three-quarters in Standard Mail
(A)) 1s probably related to the 2000 Census.

or an‘average of 10,48 pieces per:
" “household perweek. = "

In fact compared to last year's study, there are some
noticeable differences, mostly caused by increases in
the overall volume of advertising mail. In 2000,
First-Class advertising averaged 3.11 pieces per week
per household and Standard Mail (A) averaged 8.28
pieces per week, indicating a growth of .45 and .83,
respectively, from last year. The most significant
growth was in the amount of Financial advertising in
both First-Class and Standard Mail (A), (.24 and .31
pieces per week respectively), advertising from
Merchants using Standard Mail (up .93 pieces per
week) and Services using Standard Mail (A) (up .21
pieces per week).

When looking at the rank order in Table 4.2, it is
obvious that Merchants, Financial and Services
generate a large percentage of advertising mail to
households. Their combined percentage within each
postal classification is approximately 90 percent, ten
percent increase in the proportion of Standard Mail
(A) from last year’s study.

TABLE 4.2

Adventising Moil by Major Business / Organizetion, Percentage of Total Advertising and
Pieces per Household per Week, First-Class and Stendard Mail {A)

Fiuncl N 1.4 1 41.0 1.74 | 19.5
Merchonts 0.91 257 517 57.8
Services ) 0.80 226 1.29 145
Manufacturers 0.09 26 0.20 22
Govermment 0.09 . 2.4 0.03 0.4
Social/Nonprofit 0.07 21 0.45 5.1
Unclassified 0.¥2 3.5 0.05 0.6
Total 3.56 100.0 8.94 100.0

Base: Advertising Mail Pieces, Including Packoges, Postal Fiscal Year 2001 {First-Closs: 19.5 Billion; Standard Mail {4): 49.7 Billion).
Node: Stondard Moi (A) Adveriising Mail Pleces restricled #o mail received from single orgonization only.  Numbers hove been rounded 16 the dosest one-

hundredih; totel for aggregate data. Tolols may not add due 1o rounding.
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Factors Affecting Advertising Volume

is interesting to look at how demographic factors

- households may affect their mail volumes; in this
‘case, the amount of advertising mail received by the
household. In most cases, income, educational
attainment and household size are compared against
total volumes to observe a relationship.

The first household characteristic analyzed is income.
Figure 4.1 shows advertising volumes across all
postal classifications increasing with income.

Households with an annual income exceeding
$100,000 receive an average of 22.3 advertising pieces

per week, while households earning under $7,000
annually receive only 5.9 advertising pieces per week.
However, last year those households with incomes of
more than $100,000 had more volume and averaged
23.0 pieces per week. The only other differences from
last year’s figures is an increase in the total
advertising mail received by households with incomes
of $7,000 — $10,000 (up 1.94 pieces per week) and the
decline in advertising delivered to households with
incomes of $65,000 — $80,000 (down 0.7 pieces per
week).

Another demographic factor, educational attainment,
displays a similar relationship (See Figure 4.2). As
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educational level increases, households receive a
higher volume of advertising mail. Households where
the head of household did postgraduate work receive
more than double the amount of mail as those where
the head of household has an eighth grade or less
education. Again, a higher rate of change is cbserved
in Standard Mail (A) than in First-Class. Compared
to last year's study, the lower education groups in
2001 each received more advertising mail, while the
higher education groups (beginming with “some
college™ received less, with the most significant
changes among those with less than an 8% grade
education (up 1.61 pieces per week) and Post
Graduate groups {down 0.27 pieces per week).

between household
advertising volumes does not follow the same pattern
demonstrated in income and educational attainment
(See Figure 4.3). While there is a large increase in
advertising volume from one-person to two-person
households, there is a slight drop in mail volumes for

The relationship gize and

three-person households. Instead of an ascending
curve to the right, there is more of a plateau. This is
expected, since additional household members are
typically children who do not generate high volumes
of advertising mail.

Attitudes Toward Advertising

Households have demonstrated less interest in
advertising mail overall since 1987, a trend seen in
last year’s report, with very similar numbers.
Respondents rated their attitudes about advertising
mail using a secale of ‘would like more,’ ‘some are
interesting’ and ‘wish there were less’ Table 4.3
indicates that 62.0 percent of households wish they
received less advertising mail in PFY 2001, compared
to 30.4 percent in 1987 and 57.1 percent in 2000. The
percentage of advertising mail households find
interesting fell from 62.5 percent in 1987 to 34.7
percent in 2001 (and down 2 percent from last year's
study). This year, 3.3 percent of households said they
would like more advertising, down from 5.4 percent a
year ago.

TABLE 4.3
Attitudes Toward Advertising Moil — Trends Percentoge of Households

Wish there wera fess 30.4 571 62.0
Some are interesting'® 62.5 36.7 34.7
Would fike more 5.6 5.4 3.3

Base: US Households, Postal Fiscal Year 2001 {105.5 Milion).
Mote: Estimotes desived from information colfected during recruitment inferview.

* Response changed from *Don’t mind getting some that doesn’t interest me
as long as I also get some that doee intereat me” in PFY 1999 to “Some are
interesting and enjoyable® in PFY 2000 and 2001.

200 HOUSEHOLD DIARY STUDY

Chapter 4: Direct Mall Advertising 37



Beyond declining attitudes toward advertising mail
overall, the results show that American households

‘stinguish between different types of advertising.

.sed on the same scale of attitudes from Table 4.3,
nouseholds gave higher negatives than positives for
nearly all of the eight advertising mediums tested,
with the exception of newspaper and radio (See
Figure 4.4). Telemarketing fared the worst, followed
by mail, television, plastic bags on doorknobs, e-mail,
radio, Internet and finally, newspaper. Clearly, the
more intrusive the advertising, the more offensive it
is to households. Households are not put-off by
advertising per se, but rather, by the mode. In fact,
households seem to like to receive information about

products and services, perhaps so that they can be
better informed when they make purchases. A
telephone call from a telemarketer is four times as
likely to be unwanted as an advertisement in a
newspaper. Direct Mail Advertising lies in the
middie, reflecting the fact that an advertisement in a
USPS mailbox 18 less intrusive than a telemarketer’s
call, yet 1s more intrusive than a newspaper
advertisement.

Households’ treatment of advertising mail changed in
two significant ways since 1987. (See Figure 4.5).
First, the percentage of those who “usually don’t
read” doubled. Second, the percentage of those who

FIGURE 4.4
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TABLE 4.4
Attitudes Toward Advertising Meil by Postal Classification, First-Class and Stondard Mail {A), Percentage of Mail Pieces

Usetul 359 43.7 29.4 40.4
interesting 15.1 16.2 13.7 16.4
Not Interesting 34.4 296 36.4 327
Objectionable 6.2 4.9 51 4.9

Base: Advertising Mail Pieces, Exchuding Packages and Unsolicited Publications, Postal Fiscal Year 2001 (First-Class: 19,1 Billion; Standard Mai (A): 55.2 Billion).

“usually read” fell by 6.8 percent, continuing a decline
seen last year. In 1987, 9.1 percent of households
said they usually do not read their advertising mail,
compared to 20.} percent in 2001. However, the
percentage of households that “usunally scan” and
“read come” has remained consistent over the life of
the study. In other words, attitudes towards
advertising mail since 1987 has become more
polarized, with opinions in the middle decreasing and
negative opinions increasing.

When household reactions to advertising mail by
class were analyzed, Standard Mail (A) received a
more favorable response than First-Class (See Table
4.4). In fact, households labeled 56.8 percent of
Standard Mail (A) “useful” or “interesting,” compared
to 43.1 percent of First-Class mail. As a result,
households labeled 36.4 percent of First-Class
advertising mail “not interesting” and 5.1 percent
“objectionable.” The most significant difference since
last year's study is the decline of First-Class
advertising mail found “useful” or ““interesting,”
down 7.9 percent. Unaddressed mail, while not a
classification, received a favorable response by
households, who described nearly 43 percent of it as
interesting or useful!?,

¥ Note that unaddressed advertising mail volumes are only 11 billion pieces
anmmally.

Response to Advertising

Response rates are relatively consistent across postal
classifications. There is a perception by marketers
that households are more responsive to First-Class
mail: it is usually personally addressed to someone in
the household and has a more official appearance. In
fact, honseholds are more likely to dismiss First-Class
advertisements than Standard Mail (A), something
that advertisers should note (See Table 4.5). When
asked whether anyone in the household considered
responding to the advertisement, 21.5 percent of
First-Class advertising received a favorable response
(yes or maybe), compared to 30.7 percent of Standard
Mail (A). The only significant difference since 2000 is
the decrease in a “no” response to First-Class
advertising, down 3.9 percent. A higher proportion of
credit-card solicitations within First-Class
advertising could explain the higher proportion of
negative responses to First-Class advertising.

TABLE 4.5

Likelihood of Response to Advertising Mail Piete by
Postal Classification, Percentage of Moif Pieces

Yes ] 10.3 10.7
No 61.6 598
Maybe 1.4 20.0

Base: Adveriising Mail Pieces, Fxduding Pockoges and Unsolicited Publications, Postal
Fiscal Year 2007 (First-Class: 19.1 Billion; Standard Mail {4): 55.2 Billion).
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Households typically respond to advertising mail
through the mail, as shown in Table 4.6. They are

sarly twice as likely to do so than by phone or in

.rson, at least in the case of First-Class mail. The
varying types of advertising mail sent in each class
can explain different response rates between the
First-Class and Standard Mail (A) advertising.
Previous data explained in this seetion showed that
41.0 percent of First-Class advertising comes from the
financial sector, which lends itself to response by
mail. For example, responses to credit card
solicitations, loan offers, or life insurance require the
completion of a written apphcation.

In contrast, Standard Mail (A) advertising, driven by
merchants, might constst of department store or local

merchants’ advertisements, warranting an “in-
person” response.

TABLE 4.6

Type of Response by Household to Advertising Mail,
Percentage of Mail Pieces

By Mail 41.7 298
By Phone 24.0 27.2
In Person 27.0 36.4
By Fax 0.3 02
Yia Infernet 4.2 4.3
Other 0.2 G

Base: Adverfising Mail Pieces, Excluding Packoges and Unsoficited Publications; Postal
fiscal Yeos 2001 {First-Class: 4.1 Biflion; Stondord Mol {A): 77 Billion).
Note: Base represents Households responding Yes or Maybe 1o Response Question
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Chapter 5: Periodicals

An examination of periodicals is interesting, in part,
because periodicals delivered via USPS tend to be
yearlong subscriptions, meaning that their delivery is
much or less constant throughout the year; hence
they produce a more predictable revenue stream.
Periodicals mail consists of daily or weekly
newspapers, weekly or monthly magazines, and any
other periodic newspapers or magazines sent to
households in PFY 2001. This Chapter's analysis of
the amount and type of periodicals inciudes only
those delivered by USPS to households. Newspapers
or magazines delivered by a local carrier or purchased
at a newsstand or grocery store are not included in
household diary data. In addition, the volumes
examined here are only a portion of total periodicals
volumes, since over a quarter of periodicals are
received by nonhouseholds, such as doctors’ offices or
other businesses. As with previous chapters, only
significant differences with PFY 2000 figures are
noted; In all other cases, assume that PFY 2001
fipures are similar to last year.

Total Periodicals Volumes
Arriving in Households

In PFY 2001, 7.5 billion pieces of mail delivered to
households were periodicals, a slight increase of .3
billion from last year. This equates to 5.2 percent of
the total domestic mail to households. Table 5.1
shows a breakdown of periodicals received by
households in 2001.

Households receive an average of 1.37 periodicals per
week, up .05 from the year 2000. Almost half of all
periodicals are monthly magazines (45.5 percent, or
an average of .62 per week). The next largest
percentage is weekly magazines, followed by weekly
newspapers. Newspapers make up nearly a quarter
(23.2 percent or an average of .32 per week) of
periodicals received by households in 2001,

Examining these volumes by sender type shows that
Commercial Organizations, rather than member
organizations, send the vast majority of periodicals
(See Table 5.2). Member organizations are
professional affiliations, religious organizations,
educational groups and unions. Table 5.2 reveals
that member organizations mail 24.7 percent of all
periodicals to households, mostly publications from
professionai organizations. “Commercial
Organization” is the largest contributor to household

Periodicals Volumes, accounting for an average of
almost one piece per week per household.

TABLE 5.1

Periodical Pieces per Household per Week ond Percentage of Total Type

25 iodicals
Doily Newspaper 10 7.6
Weekly Newspoaper 16 11.7
Other Newspaper .05 3.9

Total Newspapers 32 23.2
Weekly Mogazine .22 157
Monthly Magazine 62 455
Other Mogazine a3 9.4

Total Magazines . 0.97 70.6
Other Periodicals 04 3.0
Don't Know/Refuse 04 33

Total Periodicals 1.37 100.0

to Households
Base: Periodicals Received by Households, Postal Fiscal Yeor 2001 (7.5 Billion}

TABLE 5.2

Periodical Pieces per Household per Week and Percentage of
Total by Sender Type

Commercial Orgonization 97 709

Professional Organization 13 9.8
Religious Orgonization 10 70
Educational Crganization 09 62
Union 02 1.7
Charitable Orgonization 0 1.1
Veteron's Organization .02 1.2
Undlassitied .03 22
Total 137 100.0

Base: Periodicals Received by Households, Postal Fiscal Yeor 2007 (7.5 Bifion).
Note: Percentoges do rot sum o 100 due to rounding.
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Supporting this data 1s an overview of Periodical
Volumes by type of subscription (See Table 5.3). As
shown in Table 5.2, “Commercial Organization”
accounts for the largest volumes by sender type. In
2001, a household member ordered and paid for 63.5
percent of periodicals received by households, or more
than 4.8 billion periodicals (vet down from 70.3
percent last vear). An additional 24.4 percent, or 1.8
billion, were free — either ordered by a household
member or delivered as a benefit of membership in an
organization.

Total Periodicals Received
by Other Means

While the diary study records incoming mail to

households delivered by USPS, households also

received periodicals through other means (e.g.

newsstand or private delivery). Volumes of these

alternative receipt measures were collected during

" e recruitment interview of the PFY 2001 diary
wdy.

The survey captured the number of newspapers or
magazines a household receives by mail and the
periodicity of the publications; ie. how many are
daily newspapers, how many are monthly magazines,
etc. Next, the survey collected information about how
many different newspapers or magazines the
household receives that do not come through the mail,
along with the periodicity questions.

In 2001, households estimated that they received 1.36
newspapers or magazines per week through means
other than USPS. Table 5.4 compares newspaper and
magazine volumes, received by mail and not by mail,
using 1987 and 2001 totals from household

recruitment interviews.

According to the study, the number of periodicals
received by mail decreased slightly since 1987. Most
of the decline is due to a significant reduction in the
amount of newspapers received via mail in 2001, an
average of .37 per week, down from .55 in 1987. The

same sort of decrease is seen in newspapers recetved
by other means. In 2001, households received an
average of .77 newspapers per week, down from 1.23
in 1987.

This decline indicates that households are buying
fewer newspapers, either through the mail or at a
store, a trend supported by the decline in newspaper
circulation figures published elsewhere.

Overall, households received fewer periodicals
through other means. The average pieces households
recetved per week fell from 2.33 in 1987 to 1.36 in
2001; this number declined from last year’s 1.60
pieces received through means other than the mail.

TABLE 5.3
Percentage of Total Periodicals by Type of Subscription

o T e
Paid, Ordered by Household Member 63.5
Free, Ordered by Household Member 9.2
Free, Came with Membership 15.2
Gift Subscription from Friend/Relative 5.3
Crher Subscription 1.0

Base: Periodicals Received by Households, Postal Fiscal Year 2001 (7.5 Billion}.
Note: Percentoges do not sum to 100 due fo exclusion of unclossified cases.

TABLE 5.4

Newspapers and Magozines, Pieces per Household per Week,
Manner of Recetpr

Newspapers 0.55 0.37 1.23 0.77

Magazines 3.23 326 1.10 0.59

Total Pleces per Week 3.78 3.63 2.33 1.36

Base: Periodiculs Received by Households, Postal Fiscal Year 2007 (7.5 Biffion}.
Note: Estimates denived from information collecled durning recruitment inferview,
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Factors Affecting Receipt
of Periodicals

There are various factors that might influence a
household’s receipt of periodicals. Several of these
variables are demographic while others are
geographic.

Income would seem to influence volumes since
periodicals are typically received through a paid
subscription (63.5 percent in 2001). Figure 5.1 shows
that as income increases, periodical volumes tends to

ncrease. Indeed, households with more than
$100,000 it annual income receive double the amount
of periodicals as those making less than $50,000.

Educational attainment is correlated with income and
1s used in this chapter to compare the amount of
pericdicals. Figure 5.2 shows that households headed
by someone who has performed post-graduate work
receive the most periodicals. However, volumes for
college graduates and those who have done post-
graduate work fell considerably since 1987.

FIGURE 5.1

Periodicals per Household per
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Base: Periodicols Received by Households, Postal Fiscal Yeor 2007 (7.5 Billion).
MNote: Income Information collected during recruitment inferview.
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Satisfaction with Delivery

»ival times and delivery patterns are important to

PS customers and are therefore analyzed in the
nhousehold diary study. Each time a household logs a
piece of periodicals mail, they comment on its arrival
time and the convenience of its delivery. For
example, was the piece late? Was it so late that it
caused the household difficulty or inconvenience? Or
is the delivery date irrelevant?

Arrival times for periodicals are not problematic; in
fact, 96.4 percent had no delivery time difficulties.
(See Table 5.5) In fact, 42.1 percent arrived on the
expected day, 3.4 percent less than in last year's
study. Households are more than twice as likely to
receive their periodicals earlier than expected, rather
than later.

Figure 5.3 looks at the percentage of on-time delivery
of periodicals by region. The South receives the
highest percentage of on-time periodicals at 97.5
percent, while the remaining geographic regions
fluctuate between 96.9 and 95.5 percent. This means
on average, out of every one hundred periodicals that

FIGURE 5.3
Percentage of Periodicals
Arriving On-Time by
Geographic Region

arrive on a particular day, only 2.5 arrive late in the
South, with slightly higher numbers of periodicals
arriving late in the rest of the country.

The West having the lowest on-time delivery could be
due to its lower residential density or its distance
from the Northeast, generally considered the nation’s
publication hub.

TABLE 5.5

Periodical Pietes per Household Per Week and
Percentage of Totel by Arrivol Times

On Day Expected 58 421
Eorlier than Expected R 8.1
Later than Expected 05 3.6
Not Expected 1o Arrive on Particular Day .55 39.7

Base: Periodicals Received by Hauseholds, Postal Fiscal Yeor 200 (7.5 Biffion).
Note: Percentages do not sum to 100 due 1o exclusion of unclassified cases.

Base: Periodicols Received by Households, Postol Fiscol Year T {7.5 Biflion).
Note: Geographic Region Information collected during recruitment inferview.
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Of the 7.5 billion periodicals mailed to households in
2001, 1.3 percent arrived so late as to cause
inconvenience to households. Table 5.6 shows
households’ expectations for delivery of periodicals in
2001, as compared to 1987, Clearly, households have
become more expectant about the delivery of their
periodicals in the last 14 years, with 23.7 percent
saying their periodical should come on the proper
day, an increase from 19.5 percent in 1987, vet
simiilar to last year's 25.2 percent. Similarly, 31.9
percent say that their periodical could arrive later,
down 8.3 percent from 1987.

In Table 5.7, attitudes towards timing of arrival are
compared by geographic region. The data shows that
households in the East are most likely (23.4 percent)
to believe that their periodical arrives so late that it
causes difficulty. Households in the Northeast and
West are least likely to think that their periodicals
arrive so late that it causes difficulty. More than a
guarter of households in the South (25.9 percent)
believe that the delivery date is not important; almost
double that of housebolds in the East (14.1 percent).

TABLE 5.6

Periodicals — Percentege of Total by
Anitude Toword Timing of Arrival

Could Arrive Later/No Difficulyy
Should Come on Proper Day 19.5 23.7
Hoes No Regular Delivery Doy 9.0 14.9
Arrives Late/Couses Difficulty 0.9 1.3
Delivery Date Not important 227 21
Other 0.4 0.2
Don't Know/No Answer 7.2 6.9
Total 99.9 100.0

Base: Periudicals Received by Households, Postal Fiscal Year 2001 {7.5 Billion).
Note: Percertages do not sum to 100 because of rounding.

TABLE 5.7

Periodicals — Percentage within Attitude Toword Timing of Arrival by Geogrophic Region

SRRY ety =

1S g

% -3

Cowuld Arrive Later/No Difficulty 22.7 17.0 220 18.3 20.1

Should Come on Proper Day 21.3 16.4 209 21.8 1925

Has No Regular Delivery Day 22.0 13.7 247 209 18.7

Armives Late/Causes Difficulty 23.4 17.6 19.5 213 i8.2

Delivery Date Not Important 18.8 141 25.9 205 208
Base: Periodicals Received by Househokls, Postal Fiscal Year 2007 (7.5 Biffion).

Note: Eirnates represent row pementoges.
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Chapter 6: Packages

The amount and types of packages received and sent
by households in PFY 2001 1s assessed in this
chapter. The data collected includes package
classification, delivery method, use of special services,
sender type, contents, contents purchase method and
reason for sending the package. This chapter
presents an overall picture of package volumes as
well as characteristics of households who sent and
received packages using USPS in PFY 2001.

The examination of packages, especially of packages
received by households, is important because in the
growing on-line marketplace, merchants continue to
rely on on-time delivery by the USPS in order to
remain in business. The increasing ease and growth
of placing orders at home, either over the telephone or
the Internet, creates demand for delivery of these
items purchased by consumers.

Households and nonhouseholds can send packages
via the different classifications available through
USPS. These classifications are: First-Class, Priority,
Express, Standard Mail (A) (nonhouseholds only), and
Package Services (formerly known as Standard Mail

B).

First-Class mail receives prompt handling and
transportation. It is generally delivered overnight to
locally designated cities and within two days to
locally designated states. Delivery by the third day
can be expected for outlying areas. Priority mail
offers preferential handling and expedited delivery.
All First-Class mail exceeding 13 ounces is treated as
Priority. Express mail is the fastest mail delivery
service offered by the USPS. It provides guaranteed
overnight delivery service 365 days of the year and is
automatically insured up to $500. Standard Mail (A)
is used primarily by retailers, catalogers and other
advertisers to promote their products or services. It
has minimum volume requirements and is often used
to send items ordered by households. Package
Services, formerly Standard Mail (B), consists of
matter not required to be mailed as First-Class, not
mailed as Standard Mail (A), and not entered as
Periodicals. It must weigh over a pound. Package
Services consists of several subelasses, including
Parcel Post, Bound Printed Matter, and Media Mail
{a special category for books, film, printed music and
test materials, manuscripts, sound recordings and
computer-readable media). Advertising restrictions
apply.

Packages Received by Households

Households received 2.8 billion packages in PFY
2001, a shght decline from 2000, but a significant
increase from 1.2 billion?® in 1987. In 2001,
households received an average of .51 packages per
week per household, almost double the average of
0.26 per week received in 1987.

USPS delivered 80.2 percent, or approximately 2.2
billion of these packages. This includes First-Class,
Priority and Express, Standard Mail (A) and Package
Services, as well as packapges delivered to foreign
destinations (See Table 6.1). The second most
common delivery method was UPS Ground Service, at
8.1 percent or 227 million packages.

Standard Mail (A) and Package Services packages
make up almost half (48.6 percent) of all USPS-
delivered packages received by households in 2001,
since both classifications are used for this type of
delivery. First Class packages account for the
smallest portion of USPS-delivered packages received
by households in 2001 at 14.0 percent.

TABLE 6.1

Pockages Reteived by Households ond Delivered by USPS,
Percentage of Total

Standard Mail {A) 28.9
Package Services {formerly 19.7
Standard Mail (BY) ’
Pricrity and Express 16.3
First Class 140
Foreign Packages 0.5
Undlassified 20.7
Total Packages 100.0

Base: Packoges Received by Households & Delivered by USPS, Posal Fiscal Year 2001
(2.2 Bilfon).
Note: Percentages do not sum to 100 because of rounding.

2 Volumes calculated using 1987 mean volumes and “Intercensal Estimates
of Total Households,” July 1, 1987, Bureau of the Census. Issued Oc¢tober
1994. There were an estimated 88.8 million bouseholds in 1987.
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Received Package Characteristics

xty-seven percent of packages received by
ouseholds, or slightly less than two billion packages,
were sent by a business to a household member.
These dehveries were either in response to an order
from a household or for another reason, such as a free
gift in exchange for membership. A closer lock at
sender type among packages received showed that
81.5 percent of items ordered from a catalog or retail
store and sent to a household were mailed using
USPS. Friends or relatives sent 13.6 percent of
packages recetved by households in PFY 2001, an
increase over last year’'s nine percent.

Books were the most common item received (15.3
percent), followed by clothing (12.4 percent) and
music or videos (7.7 percent) 21. Almost all households
recerving packages delivered via USPS reported that
the contents were not damaged (98.7 percent).

Special services available for a fee in addition to
postage included special handling, insured mail,
collect on delivery (COD), registered mail and
certificate of mailing. Special handling made up the
only significant percentage of selected services, which
is 2.4 percent {81.6 million) of total packages received
by households in 2001. Special handling provides
preferential handling but not preferential delivery
and was available for First-Class Mail, Priority Mail
and Package Services.

Factors Affecting Package Receipt

Package receipt increases with income in PFY 2001
but levels off at the higher-income categories (Sece
Figure 6.1). This could be due to household
purchasing patterns changing with income.
Interestingly, package receipt was not highly
correlated with educational attainment, although
households headed by person with postgraduate
degrees did receive the most packages.

FIGURE 6.1 13y J—— ;

Packages Received per 06 1

0.61

057

Houschold per Week by
05

Household Income

04 1-

03 -

02 1

Packages Received
per Mousehold per Week

0.1 -

Under $25¢

SZ5K-549.9% S50K-599.9K S100K+
Household Income

Base: Packoges Received by Households, Postol Fiscol Year 2001 (3.4 Billion).
Note: Household Income Informafion coffecied during recruiiment inferview.

It should be noted that these are not mutually exclusive categories since
households were allowed to select more than one content and sender type.
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FIGURE 6.2

Percentages of Packages Sent
per Quarter of the Yeor

138

I 1st Quorter
[3 2nd Quarter
M 3:d Quorter

[ 4th Quorter

Base: Packages Sent by Households, Postal Fiscal Year 2007 (571 Million).
Note: Percentages based on valid responses only.

Owning a home makes a big difference in the amount
of packages received. Homeowners receive an
average of .57 packages per week, compared to .35
per week for renters.

Previous data presented in Chapters Two and Three
illustrate that a large proportion of packages are
received by households in response to an order by a
member of that household. A package received by a
household in response to a direct mail piece was most
likely to be delivered via USPS (95.0 percent),
followed by ordered from a print catalog (80.3
percent). An item ordered directly from a store was
least likely (62.7 percent) to be delivered via USPS.

Packages Sent by Households

American households sent 571 million packages in
PFY 2001, a decrease from the 638 packages sent in
2000. Clothing is the most common item sent (22.0
percent), followed by books (16.6 percent) and toys
(12.0 percent).

Almost two-thirds (61.5 percent) of households
sending packages are mailing gifts or other items to a
friend or relative. This is an increase from last year,
when just over half (52.2 percent) of packages were
mailed to friends or relatives. (See Table 6.2) Two-
person households are more likely (71.5 percent) to
send packages to friends or relatives. Having a friend
or family member living overseas did not lead to a
higher propensity for sending gifts.

The largest proportion of packages are sent in the
first quarter of the PFY, 35.7 percent, or an average
of .14 packages per week. (Figure 6.2) The least
amount of packages are sent in the fourth quarter,
16.1 percent, or .07 packages per week. This is
understandable because the first quarter includes the
weeks preceding the holiday season.

Slightly more than a fifth of all packages (21.0
percent) are sent 300 miles or less, with 18.5 percent
sent 301 to 600 miles and 16.6 percent sent 601 to
1,000 miles.

TABLE 6.2

Reasons for Sending Packoges

Gilt or Other temn sent to Friend or Relative 522 41.5
Retuming Merchandise Ordered 22.6 13.8
Returning Unsolicited Merchondise 3.4 4.9
Chher 21.8 18.4
Total 100.0 100.0

Base: Packages Sent by Households, Postal Fiscal Year 2001 (571 Million).
Note: Percentages bosed on valid responses cnly.
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N Packages Sent per
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Base: Pockages Sent by Households, Postel Fiscal Year 2001 (571 Million).

Note: Educational Atticinment of Head of Household collected during recruitment interview.

Age of head of household also affects the number of
packages sent. The older the head of household, the
more packages sent, except for the very oldest group,
those headed by a person seventy years or older.
Similarly, those households with one or more children
send slightly more packages, on average .12 per week,
as compared to those households with no children (.10
per week).

In general, educational attainment has a positive
impact on the number of packages sent (See Figure
6.3). While differences in the number of packages
sent seem to fluctuate among lower levels of
educational attainment, the positive impact of higher
education (i.e. college graduate, postgraduate work)
appears to maintain a strong effect. Internet usage
also affects the number of packages sent. Those
households with access to the Internet send .12
packages per week, almost double the amount (07)
sent by households with no Internet access.

Packages sent by households show some deviation
across geographic regions (See Table 6.4). Households
in the West send the most packages per week ((14),
while households in the East send the least (07).

TABLE 6.4

Packoges Sent per Hovsehold per Week by Geographic Region

Fast 07
Northeost 12
South Ny
Ceniral .09
West 14

Base: Packoges Sent by Households, Postal Fiscal Year 2007 (571 Million).
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New technologies and their seemingly endless
applications are transforming the way in which
households and individuals conduct their daily lives.
From the most basic daily tasks — such as
commumnicating with friends and relatives — to large-
scale purchases, banking, product research, and
shopping for incidentals, the Internet, is altering
the way in which people conduct their personal
business.

A significant portion of this personal business (e.g.
bill payment, personal communications, requests for
information, document transfers) has historically
been conducted through the United States Postal
Service (USPS). Now, with electronic file transfers,
electronic signatures, and a host of on-line services,
this new way of doing business has the potential to
significantly reduce mail volumes to and from U.S.
households.

Conversely, there are a number of household and
personal activities that are newly created or
expanded by advances in technology. These new
markets put a greater demand on USPS products
and services. Shopping on the Internet, product
research, and even technology-based learning, all
create increased mail volumes through product
shipments, information requests and other online
purchases and transactions.

In an attempt to better understand current and
future trends and their impact on overall as well as
class-specific mail volumes, USPS has spearheaded
the development of a technology augment to its
annual diary study. The purpose of this additional
research is to obtain person-level information on the
current access, usage levels, and Internet behaviors
of the American public. This data, used here in
conjunction with the household based recruitment
and diary data, provides USPS with current
information on {echnology trends and how its use
and applications impact mail volumes and mail
characteristics. This in turn helps USPS in the
planning and implementation of electronic services.

In many ways, the technology usage data pick up
where the HDS leaves off, allowing us to observe
household behavior at the person-level. Recruitment
data from the PFY 2001 HDS provide the backdrop
of technology use in households across the U.S.,
which 13 then supplemented with individual
technology usage data.

Chapter 7: Electronic Communication

The Technology Scale

In PFY 2001, USPS introduced a person-level survey to
households participating in the HDS. Individuals over
the age of 13 were asked to complete a short
gquestionnaire about their technology usage and return
it with their diaries.

The result was a great deal of information about
personal technology usage. In order to categorize their
use patterns, respondents were divided into categories
based on their answers to attitudinal and behavioral
questions from the technology questionnaire??.
Respondents were given a score between 1 and 4, and
divided into four categories of technology usage:
Enthusiasts (3.25 and higher), Adaptors (2.5-3.24),
Tolerators (1.75-2.49) and Avoiders (1.0-1.74) (See
Table 7.1).

TABLE 7.1

Four Categories of Technology Usoge

Enthusiasts (27%)

Peeeeeeeebeee,
tettetteedteeeett
A RERRRRAY
RERERE

Base: Persons 13 Years or Older in the United States. (220 Milion)

Adoptors (34%)

Tolerators (21%)

Avoiders (14%)

Enthusiasts (27 percent of population) like using
technology. They wish they could use it more
frequently and are the first to get new techmnologies.
Enthusiasts tend to be between the ages of 18 and 34
and live in households with incomes exceeding $65,000
annnally,

Adaptors (34 percent of population) are the largest
identified wuser group. They are accepting of
technology; they understand it and are comfortable
with it. Many like using it. Adaptors are probably the

22 This process is deacribed in greater detail in the Methodology section of this
report,
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best representatives of “typical Internet wuse.”
Adaptors tend to be between the ages of 25-44.

lerators (21 percent of population) use technology
~ut of necessity. They may need to use a PC or the
Internet either at work or school, but do not seek
new technologies out of any personal interest.
Tolerators have some experience with the Internet,
but 1t makes them uneasy. Tolerators tend to be
shghily older (less than a quarter are under age 45)
and less affluent.

Avoiders (14 percent of population) do just that —
avoid technology. They find technology to be
difficult and/or boring, and do not have any interest
in using more technology. Avoiders tend to be 65
vears of age or older and live in households with
annual incomes less than $25,000.

Access to Technology

PC ownership continues to rise, with 65 percent, or
over 69 million households owning a PC2. This
represents more than a seven percent increase over
PFY 2000 levels. Access has traditionally been tied to
income, but ownership is beginning to plateau in the
highest income categories, with the largest increase
occurring in households earning less than $50,000
annually (See Figure 7.1).

These data are consistent with recent benchmarks,
The Department of Commerce’s Census Bureau put PC
ownership at 60 million households in September
200124,

| WPy 2000 BPRY2001 | FIGURE 7.1
1 . PC Ownership by
Household Income
EE
[#]
RS
5 60
j1]
n
[}
€ 40
o
&
70 -
0 .
< 525K S25K - 49.9 S50K - 64.9 S65K-+ Overall
Household Income

Base: US Households, Postal Fiscal Year 2001 (105.5 Million}
Note: Household Income Information collected during recruitment inferview.

% There are 105,450,101 households, according to Buregu of the Census,
Census 2000.

* U.8. Census Bureau, Current Population Survey Supplement. A Nation
Online: How Americans Are Expanding Their Use of the Internet * National
Telecommunications and Information Administration.
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FIGURE 7.2

0 FFY 2000 E1PY 2001 |

Household Likeliness to Buy o
PC by Income Level

Percentoge of Tota!

< 515K

[ ; ]
S25- 49.9K 550 - 64.9 S65K +

Household Income

Base: US Households, Postol Fiscal Yeor 2001 (105.5 Miflion).

Note: Household Income Information collected during recruitment interview.

With rapid increases in PC ownership, the number
of those households who said they were likely to buy
a PC in the future has fallen. In PFY 2001, the
number of ‘likely to buy’ households fell across all
household income categories under $65,000
annually. The percentage of those households
earning more than $65,000 annually remained
unchanged from FY 2000 (See Figure %.2),
suggesting saturation in higher income housecholds.

PC ownership is most prevalent in households with
three or more members, and is crossing traditional
educational attainment barriers. Twenty-three
percent of those heads of household with an 8th
grade or less education have a PC in 2000
{(compared to 19 in 2000, and only eight percent in
PFY 1999). More than half of heads of households
with only a high school education (52 percent) also
have a PC in PFY 2001.

As access to new technologies, such as PCs and the
Internet, increases, the reliance on traditional so-

called “office” technologies is beginning to fall. Twenty-
two percent of all households use a fax machine or a PC
with fax-capabilities to send fax communications, down
from 24 percent in PFY 2000, indicating that household
fax ownership has slowed.

Fifty-eight percent (61 Million households nationwide)
report having Internet access from home; up 9 percent
from FY 2000. Among PC owners, that number jumps
to 89 percent. The vast majority (74 percent) accesses
the Imternet using a PC, while 18 percent use an
Internet access device such as Web TV. Palm pilots
and pocket PCs account for 9 percent, while cellular

20017 HOUSEHOLD DIARY S5TUDY
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Base: US Howseholds, Postol fiscal Year 2001 (1055 Miilion).
Note: Household lncome Information collected during recruitment inferview.

phones account for an astonishing 11 percent of all
Internet access devices?s (See Figure 7.3).

“xty-two percent of people use the Internet from

me. Analog modems are the most common type of
access (45 percent), followed by cable and DSL (12
percent),

Electronic Communications/
Online Consumption

While tracking PC ownership and Internet access is
an important tool for trending adaptation levels, the
real potential impacts of new technologies lie with
the behaviors of users. This behavior is a key
criterion in determining what impact the Internet is
having on USPS mail volumes.

2 This is a multiple response question, so percentages do not total to 100.

Eighty-three percent of persons with Internet access
(137 million people) have communicated with others
over email in the last 12 months. Roughly 40 percent
of these emailers send and receive between one and
five emails a day.

Almost half (48 percent) of all Internet users go online
only to visit select sites, others (41 percent) spent most
of their time researching products, travel locations and
other topics, while still others {24 percent) spend time
“chatting,” and “surfing” (20 percent).
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FIGURE 7.4

Deliveries of Online
Purchases in PFY 2007 (TA)

& Airborne Express
USPS

G FedEx

W UPS

03 Other

Base: Purchases Received by Households and Ordered Online, Postal Fiscal Year 2001 (66.4 Miflion).

Internet users reported making 66.4 million online
purchases in 2001. USPS is the delivery method of
choice for almost half (48 percent) of all online
purchases made in 2001. UPS follows with 37
percent of deliveries from online purchases (See
Figure 7.4).

Data shows an increase in online purchasing as Almost 70 percent of those who go online multiple
online activity increases, suggesting that many  times per day have made an online purchase in the
people go online for the purpose of shopping. past year (See Figure 7.5).
FIGURE 7.5 B0
_ ) 63
Online Purchasing by 0 —
Frequency of Internet Use

Percentage of Total
B B 8 8 5

< Morthly Monthly Weekly Multiple/week Almast doily Multigle/dey

Frequency of Internet Use

Base: Persons 13 Yeors or Older in the United States {165 Million).
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Online Bill Payment

iline bill payment has doubled since PFY 2000 —
ouing from four percent of households in PFY 2000
to eight percent in PFY 2001. As a proportion of
total volume, households in FY 2001 made 42
million online bill payments per month; four percent
of the total monthily bills paid per household. This
percentage is double last year’s total.

Fourteen percent of those households with a PC pay
bills online, up from 9.5 in PFY 2000. In terms of
mecome and education level of the househeld, 42
percent of those who pay bills online are college
graduates (up from 37 percent in PFY 2000). 61
percent categorize themselves as white-collar
professionals, while 53 percent are households with
annual incomes of $65,000 or higher. This proportion is
six percent higher than in PFY 2000.

Most households who pay bills online say they do so
because it’s easy to use (46 percent). Others say it is
their most trusted preferred method (16 percent), it
saves time (10 percent), they have no other option (6.4
percent), it’s cheaper/saves postage (3.7 percent) or the
payment is past dve and they need it to post
immediately (2 percent).
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Total mail volume increased in PFY 2001. Total
domestic mail reached 207 billion pieces, representing
an annual increase of approximately 3 billion pieces
of mail. Of this total, 158 billion pieces (77 percent)
were sent or received by households®. U.S.
Households sent 25 billion pieces of mail and received
144 billion pieces of mail. Mail sent by households
comprises two key mail sectors: Household-to-
household mail (totaling 7.8 billion pieces) and
household-to-nonhousehold mail (totaling 15.2 billion
pieces). Mail received by households is also included
in the nonhousehold-to-household mail (totaling 135.2
billion pieces) and is also included in the household-
to-household mail totals. Key findings for each of
these three sectors are presented in this chapter.

Household-to-Household Mail

Household-to-household mail totaled 7.8 billion pieces
and comprised 3.8 percent of total domestic mail,
representing comparable estimates to PFY 2000.
Pieces per household per week averaged 1.4 pieces,
which was identical to the PFY 2000 estimate.
Virtually all household-to-household mail is sent via
First-Class mail. To many households, First-Class
mail is synonymous with the postal service. Use of
First-Class mail for personal communications
increased marginally in PFY 2001, from 1.34 pieces
per household per week to 1.36 pieces per household
per week?”. Data indicated that the slight rise was
due to the sending of more holiday greeting cards in
2001. On the other hand, slightly fewer personal
letters were sent in PFY 2001. In fact, First-Class
mail sent by households to another household is more
than twice as likely to be a greeting card as a
personal letter.

2% The total domestic mail volume includes 1.7 billion unclassified outgoing
pieces and 1.2 billion unclassified incoming pieces. The numbers also take
into acconnt that mail sent from households to households comprises a
“closed loop.”

7 Average pieces per week in the household-to-household sector are the
same for both mail sent and mail received due to the "closed loop.”

Chapter 8: Summary and Conclusions

American households sent 571 million packages in
PFY 2001, a decrease from the total sent in PFY
2000, USPS is used to ship 81 percent of these
packages, and more than half were sent via USPS
Priority or Express mail. Use of Priority and Express
mat has increased significantly since last year’s
study. It appears that househelds are becoming more
concerned with their packages arriving as soon as
possible at their destination. Most of these packages
are gifts or other items sent to a friend or relative.
The largest proportion of packages are sent in the
first quarter of the year, which is the guarter that
includes the December holiday seasons.

Access to new technology in American households is
impacting the way people communicate. Fifty-eight
percent (61 million households nationwide) report
having Internet access from home, up nine percent
from PFY 2000. Over 83 percent. of Internet users or
137 million people have communicated via email at
least once over the last 12 months. A plurality (40
percent) sends and receives between 1 and 5 emails
per day. Internet users made 66.4 million purchases
online in PFY 2001. USPS delivered almost half (49
percent) of these online purchases.

Household-to-Nonhousehold Mail

Housebold-to-nonhousehold mail totaled 15.2 billion
pieces and comprised 7.3 percent of total domestic
mail. In the aggregate, compared to PFY 2000, the
proportion tended to remain the same as the volume
increased slightly. The stability of the household-to-
nonhousehold estimates indicated that electronic or
telephone communications methods have not yet had
a significant impact on how American households
conduct their business communications. Bill
payments comprised half of all mail sent to
nonhouseholds. Telephone bills continue to be the
most common form of bill paid through the mail,
followed by electrie, credit card, and other utility.
Because bill payment through the mail is considered
“easy”, “a habit”, or a “trusted” method, bill payments
will continue to be sent via mail by American
households for the foreseeable future. Paying bills
by automatic deduction from a bank account is the
leading alternative to paying bills through the mail.
On-line bill payment has doubled since PFY 2000
with households in PFY 2001 making 42 million on-
line bill payments per month.
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Nonhousehold-to-Household Mail

+ far, the majority of mail received by households is

>m nonhouseholds. Mail volume in this sector
averaged 24.6 pieces per household per week,
compared to the 1.4 pieces that households received
from other households. Total mail volume was 135.2
billion pieces, and comprised 65.4 percent of total
domestic mail volume. This represents a leveling off
of mail received from nonhouseholds, with PFY 2001
volumes virtually the same as PFY 2000.

Financial institutions surpassed the volumes of
merchants this year to become the largest senders
within this sector. Households received more mail
from financial institutions than any other industry
sender type (24 percent of total). Financial
institutions are much more likely than other sender

res to use First-Class Mail, exhibiting First-Class

ail usage rates that are two times that of Standard
Mail (A) usage rates. Merchants, the second most
frequent sender of mail to households (25.7 percent of
total), used Standard (A) Mail at rates that were
almost four times those of First Class Mail. Unlike
the patterns found among merchants, financial
institutions increased their use of both First-Class
mail and Standard Mail (A) in the past year. A
similar but less dramatic pattern was also evidenced
among service businesses. Government-sponsored
mail was down in PFY 2000, perhaps reflective of the
increased government communications in 2000, with
the Census and the presidential election.

Advertising mail is still the greatest proportion of
mail received by housebolds, accounting for 57
percent of the total mail received by households.
American households receive on average 15.02 pieces
per week per household. This volume represents a
tripling in the amount of advertising and promotional
materials over the 14-year study period. By
comparison, bills were the next largest proportion of
mail received by households at 3.30 pieces per week.
The number of bills and invoices has grown by nearly
~ne piece per week since 1987, with more than half of

this increase occurring in the last year. Also,
financial statements have almost doubled since 1987,
again with most of this increase in the last year.

Since the HDS first began in 1987 and as the volume
of advertising mail has almost tripled, households
have demonstrated less and less interest in receiving
advertising mail. In PFY 2001, 61 percent of
households said they wish they received less
advertising mail. Households appear not to be put off
by advertising per se, but rather, by the mode. In
fact, households seem to like to receive information
about products and services, perhaps so that they can
be better informed and make more informed
purchases. Of eight advertising media tested,
telemarketing fared the worst and newspapers fared
the best. Direct mail advertising lay in the middie,
reflecting the fact that an advertisement in a USPS
mailbox is less intrusive than a telemarketer’s call,
yet is more intrusive than a newspaper
advertisement.

Household treatment of advertising mail has changed
in three significant ways since 1987. First, the
percentage of those who “usually don’t read” doubled.
Second, the percentage of those who “usually read”
fell by seven percent, continuing a decline seen last
year. Third, using First-Class mail for direct
advertising appears to be losing its advantage over
Standard Mail (A). Fewer households are reading
First-Class advertising (down 9 percent) from PFY
2000. Households labeled 57 percent of Standard
Mail (A) “useful” or “interesting” compared to 43
percent of First-Class mail. The higher proportion of
credit-card solicitations within First-Class
advertising could explain some of this difference.

Standard Mail (A) is the dominant classification of
mail received by households. Mail order companies
are the largest individual user, followed by
department/ discount stores, credit card companies,
publishers, and finally other stores. A significant
difference from last year’s figures was a more than 50
percent jump in credit card pieces. Letter size
envelopes make up the largest portion of Standard
Mail (A), and houscholds receive almost twice as
many of them compared to 1987. The number of
catalogs received has also almost doubled. In fact,
more than half of all Standard Mail (A) packages are
sent to households by businesses in response to an
order by a member of that household. It has also
been found that the more previous purchases made
online, the more Standard Mail (A) household receive.
This correlation is understandable since many direct
mail lists are generated from online transactions.
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Of periodicals received by households through the
mail, most are monthly magazines (46 percent),
followed by weekly magazines (16 percent), weekly
newspapers (12 percent), and other magazines (9
percent). The average number of magazines received
per household per week has increased slightly since
1987, while the average number of newspapers has
decreased.

Conclusions

While total domestic mail volume continues fto
increase from its 1987 levels, the differences between
PFY 2000 and PFY 2001 in major classifications have
been slight. The decline in amount of personal letters
sent by households to other households persists, but
there appeared to be stabilization among the volume
of greeting cards sent. Households have maintained
their reliance on USPS for sending packages, with

greater use of Priority or Express Mail. Most of the
mail sent by households to nonhouseholds was bill
payments. For a significant portion of American
households, mail is considered the easiest and most
secure method of conducting their business
communications. American households received
mereasingly more mail in PFY 2001 from
nonhouseholds. Most of this mail originated with
merchants or financial mstitutions. Use of Standard
Mail (A) increased among both of the dominant

industry customers, while use of First-Class mail
increased only among financial institutions. While
advertising mail is still the greatest amount of mail
received by households, tolerance for direct mail
advertising is dwindling. The percentage of
households who “usually don't read” advertising mainl
doubled, while the percentage of those who “usually
read” fell by seven percent. And, fewer households
are reading First-Class advertising. A potentially
large revenue source for USPS is on-line purchasing
which is at an all time high this year. Persons with
Internet access at home reported making 66.4 million
on-line purchases in PFY 2001. USPS was the
delivery method of choice for almost half of these
purchases.
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| Appendix A: Comparative Tables 1987, 2000 & 2001
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Concordance of Appendix Tables

PFY 1999 Description PFY 2001
Tables Tables
3-1  Total Domestic Mail Originating in Households ond Nenhouseholds Al-1
3-2  Mail Received by Households by Class Al.Z
3-3  Total Mail Overview: Content of Mail Received by Househalds Al-3

4. ]O First-Class Mail Contents of Mail Received by Households A2-1
4 -2 First-Class Mail Received -- Content by Quarler (Pieces Per Household Per Week) A2-2
4-3  First-Class Demographics -- Pieces Received Per Household Per Week AZ-3
4 - 20  Use of First-Class Advertising-Only Mail -- by Industry AZ-4

Percentage of First-Class Mail Containing Advertising by Household Income
4.5 . A2-5
{Percentage of Pieces)
4 - 24 First-Class Mail Usage of Reply Envelopes -- by Industry (Percentoge of Pieces) AZ-6
4-23  First-Class Mail -~ Enclosure of Reply Envelopes -- by Content (Percentage of Pieces) AZ-7
4.5 First-Class Mail -- Industry Usoge of Reply Envelopes A7 8
‘ {Percentage of Pieces From Each Industry That Contain Reply Mail)
4-18  First-Class Mail -- Industry Mail to Households AZ-9
4-19  Firsi-Class Mail - Bills and Statements A2-10
4-22  Use of First-Closs Business Invilations/Announcements Mail -- by Industry AZ-11
4-21  Use of First-Class Advertising-Enclosed Mail -- by Industry AZ12
417 First-Class Mail -- Interest in Nine Activities (Percentage of Households Which Enjoyed These A2-13
_ Activities Very Much or Quuite a Bit)

_A-9  First-Closs Mait Received -- by Number of Financial Accounts and Insuronce Policies AZ-14
4-8  First-Class Mail Received -- by Number of Credit Cards AZ-15
47 First-Class Mail Receipt -- Content by Age of Head of Household AD-16

L {Pieces Per Household Per Week) -

4.6 First-Class Mail Receipt -- Content by Education of Head of Household A2.17
{Pieces Per Household Per Week)

4-4  First-Class Receipt -- Conteni by Income {Pieces Per household Per Week) AZ-18
First-Class Mait -- Percent of Nonpersonal Mail Received by Households Which

4.27 AZ2-19
i1s Send Presort -- by Content

4-26 Total Percentage of Industry's First-Class Mail Received by Households Which is Sent Presort A2-20

4-32 First-Class Mail -- Total Envelopes by Sector (Percentage of Pieces) A2-21

4 - 33 _ First-Class Mail -- Totol Envelopes by Content [Percentage of Total Envelopes) A2-22

4-34 First-Class Mail -- Total Envelopes by Industry (Percentage of Total Envelopes) AZ-23

4-35 First-Class Mail -- Nonpresort Envelopes by Sector (Percentoge of Pieces) A2-24

4-38 First-Class Mait -- Total Cards by Sector {Percentage of Pieces) A2.25

4 -39 _First-Class Mail - Total Cards by Industry {Percentage of Total Cards) A2-26

4-40  First-Class Mait -- Total Cards by Content (Percentage of Total Cards) A2-27

44 First-Class Mail -- Cords Received by Households -- A2-28
Household's Percentage of Total Mail Sent ot Each Card Rote Category

447 First-Class Mail -- Cords Received by Households -- A2-29
Household's Percentage of Total Mail Sent ot Each Card Rate Category -- by Industry

4 -43 _ First-Class Mail -- Timeliness of Arrival A2-30

4 - 44 _ First-Class Mail -- Reoson for Lateness (Percentage of Pieces That Arrived Late} A2-31

4-45  First-Closs Mail Received -- Timeliness of Arrival -- by Quarter AZ-32

4 - 46 First-Class Moail Received -- Timeliness of Arrival -- by Postal Region A2-33

4-48  First-Class Mail Sent by Households to Nonhouseholds A2-34

4 -01__ First-Class Mail Origingting in Households and Nonhouseholds A2-35

4 - 50  First-Class Mail -- Telephone Bill Paying (Percent of Households) AZ-36




PFY 1999 Description PFY 2001

Tables Tables
First-Class Mail Media by Which Maoil Order Purchases Made in Past Month Were Ordered

4. 60 A2-37
(Percentage of Orders)

4 -49  First-Class Mail -- Method of Poyment {From Eniry Interview) _A2-38

413 First-Class Mail -- Personal Letters and Cards {not greeting cards) Sent A9.30
by Households in an Average Month -- by Age of Head of Household

415 First-Class Mail -- Holiday/Season's Greeting Cards Sent by Households — A2-40
by Education of Head of Household (From Eniry Interview) o

412 First-Class Mail -- Personal Letters and Cards {not greeting cards) Sent A2.41
by Households in an average Month -- by Education of Head of Household

PERT Personal Letters, Cards (not greeling cards) Sent AD.42
by Households in an Average Month -- by Income

416 First-Class Mail -- Holiday/Season's Greeting Cards Sent by Households -- AD.43
by Age of Heod of Household (From Entry Interview)
First-Class Mail -- Holiday/Season's Greeting Cards Sent by Households -- by fncome

4.14 , A2-44
(From Entry Interview)

4-56  First-Class Mail -- Timing of Bill Payment A2-45

4.58 First-Class Mail -- Timing of Bill Payment -- by Age of Head of Household AD-46
{Percentage of Households)

4 - 59  Timing of Bill Payment by Education of Head of Household {Percentage of Households) A2-47

4.57 First-Class Mail -- Timing of Bill Payment -- by Household Income A48
{Percentage of Households)

~4-51  First-Class Mail -- Use of Automalic Deductions (Percent of Households) AZ-49

4 - 52 First-Class Mail -- Use of Automatic Deductions -- by Income (Percenlage of Households) AZ-50

4 - 53  First-Class Mail -- Use of Automalic Deductions -- by Age (Percentage of Households) AZ-51

6.2 Standord Mail {A) Content of Mailpiece A3-1

) ___{Percentage of $tandard Mail {A) Received by Households)

___6-6  Standard Mail {A) by Major Industry by Quorter {(Mean Pieces Per Household Per Week) A3-2
6 -4  Stondord Mail {A) Addressee [Percentage of Total Standard Mail (A)) A3-3
6-5  Standard Mail {A) Addressee by Industry {Percentage of Pieces) A3-4
6 -7  Stondard Mail {A) by Shape A3-5
6 -8  Stondard Mail {A] Industry by Shape (Percenlage of Pieces Received by Households) A3-6a

6 - 8 cont. Standard Mail {A} Industry by Shape {Percentage of Pieces Received by Households) A3-6b
6 -9  Standard Mail {A} Shape by Industry {Percentage of Pieces) A3-7a
6 - 9 cont. Standard Mail {A} Shape by Industry {Percentage of Pieces) A3-7b
6-11  Standard Mail {A) Shape by Addressee (Percentage of Pieces) A3-8
6-12 Standard Mail (A) Zip Code Usage by Shape {Percentage of Mail Received by Households) A3-9
6-13  Standard Mail (A) Demographics -- Pieces Received Per Household Per Week A3-10
6. 14 Receipt of Firsi-Class and Total Standard Mail (A} (Including NonProfit Mail) by Number of Mail A3
Order Purchases Mode in the Post Yeor {Pieces Per Household Per Week)
6-15 Standard Mail [A) by Familiarity With Instifution A3.12
(Percentage of Mail Pieces Received by Households)
6 - 16  Standard Mail (A) by Industry and Familiarity (Percentage of Pieces) A3-13
6-17  Standord Mail {A) -- Shape by Familiarity With Organization {Percentage of Pieces) A3-14
6-18 Standord Mail {A) -- Mail Order Industry Shape by Familiarity With Organization A3-15
{Perceniage of Mail Pieces Received by Households)
6-20 Standard Mail {A) Receipt by Number of Financial Accounts and Insurance Policies A3-16
46 -19  Standard Mail {A) Receipt by Number of Credit Card Accounis A3-17
6-22 Standard Mait {A) Treatment of Maoil Piece by Familiarity With Organization " A3.18

{Percentage of Mail Received by Households)
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{Percentage of Pieces)

PFY 1999 Description PFY 2001
Tables Tobles
6. 23 Stendard Mail [A) Usefulness of Muoil Pieces by Familiarity With Organization A3.19

’ (Percentage of Mail Received by Households) i
Standard Mail [A) Response to Advertising by Familiarity With Organization
6 - 24  {f Pieces Contained an Advertisement or Request for Donation and A3-20
_ Was from One Organization Only)

e 25 Standard Mail {A) Treatment by Usefulness {Percentage of Pieces) A3-21
6 - 26 Standard Mail (A) Usefulness by Treatment {Percentage of Pieces) A3-22
6 - 27 Standard Mail (A) Treatment by Intended Response (Percentage of Pieces) i A3-23
6-28  Siandard Mml (A} Intended Response by Treatment (Percentage of Pieces) A3-24
6-29  Standard Mail (A} Usefulness by Intended Response {Percentage of Pieces) A3-25
6 - 30 __ Standard Mail {A) Intended Response by Usetulness {Percentuge of Pieces) A3-26
6.3 Standard Mail (A} Pieces From Credit Card Industry Response 1o Mail Piece A3.27

i by Familiarity With Crganization (Percentage of Pieces)
4. 32 Standard Mail (A} Pieces From Insurance Companies Response to Mail Piece A3-28
by Familiarity With Organization (Percentoge of Pieces)
6. 33 Standard Mail {A) Pieces From Depariment Stores Response to Mail Piece A3-29
by Fomiliority With Organizotion [Percentage of Pieces)
6. 34 Standard Mail {A} Pieces From Mail Order Componies Response to Mail Piece A3-30
N by Familiority With Organizotion (Percenioge of Pieces)
6. 35 Standard Mait (A) Pieces From Publishers Response to Mail Piece A3-21
by Familiority With Organization (Percentage of Pieces} o
6.3 Standard Mail {A) Treatment of Mail Piece by Shape A3-37
o (Percentage of Mail Pieces Received by Households)
Standord Mail {A) Usefulness of Mail Piece by Shope
6 '___37 (Percentage of Mait Pieces Received by Households) A3-33
6. 38 Standard Mail {A) Response to Advertising by Shape A3-34
(It Mail Pieces Contained Advertising or Request Donation)
N é:‘. 39 Standord Mail (A) F.’t.erc.entoge of Piece?s R'eud Immediately and Set Aside A3-35
by Shape and Familiarity With Organization
6. 40 Standard Mail {A) Percentage of Pieces Eliciting Intended Response A3-36
by Shape and Fomiliarity With Organization
6. 41 Standard Mail {A} Eérc?niage of Piece.s Eound Useful A3.37
by Shape and Familiarity With Organizotion
Standard Mail (A) From Department Stores Reaction io Mail Piece by Shape
6-4 ) A3-38
{Percentage of Pieces)
6. 43 Standard Mail {A) From Department Stores Reaction to Mail Piece A3-39
by Familiarity and Shope (Percentage of Pieces)
Standard Mail {A) From Mail Order Companies Reaction to Mail Piece by Shape
6-4 ) A3-40
{Percentoge of Pieces)
6 - 45 Stoandard Mail (A} From Mail Order Companies Reaction to Mail Piece A3-41
by Familiarity and Shape {Percentage of Pieces)
Standard Mail (A} from Publishers Reaction to Mail Piece by Shape
6-4 . A3-42
{Percentage of Pieces)
Standard Mail (A) from Publishers Reaction to Mail Piece by Fomilsoniy and Shape
6-4 A3-43
(Percentoge of Pieces)
Standard Mail (A} from Credit Card Companies Reaction to Mail Piece by Shape
6-48 . A3-44
(Percentage of Pieces)
Standard Mail (A} from Credit Card Companies Reaction to Mail Pieces by Familiarity and Shape
6 - 49 ; A3-45
{Percentage of Pieces)
6. 50 Standard Mail (A} from Insurance Companies Reaction to Mail Pieces by Shape A3-46




PFY 1999 Descriotion PFY 2001
Tables P Tables
6. 51 Standard Mail {A) from Insurance Companies Reaction to Mail Pieces A3-47

i by Familiarity and Shape [Percentage of Pieces)
__6-52  Standord Mail (A) Reaction by Indusiry (Percentage of Mail Received by Households) A3-48a
6 - 52 Standord Mail (A] Reaction by Industry {Percentage of Mail Received by Households) {continued)  A3-48b
46 -53  Stondard Mail {A) Reaction 1o Mail Piece by Income ) A3-49
6 - 54 Stonderd Mail {A) Reaction 1o Mail Piece by Age of Head of Household A3-50
~ 6-55_ Stondard Mail {A) Reaclion to Mail Piece by Education of Head of Household A3-51
6 - 56  Standard Mail (A) Users of Reply Envelopes by Industry (Percentage of Pieces) A3-52
Standard Mail {A) Industry Usage of Reply Mail
6-57 {Percentage of Pieces From Each Industry That Contain Reply Mail) A3-530
6. 57 Standard Mail {A) Indusiry Usage of Reply Mail A3-53b
i (Percentage of Pieces From Each Industry That Contain Reply Mail) {continued)
6. 58 Stondard Mail {A) Intended Response Rates for Major Industries by Enclosure of Reply A3-54
- Envelopes/Cards (Percentage of Pieces to Which Recipients Intend to Respond)
" 6-59  Standard Mail (A} Reaction to Mail Piece by Addressee {Percentage of Pieces) A3-55
6. 60 Standard Mail (A] Reaction 1o Pieces From Department Stores by Addressee A3.54
" ___{Percentuge of Pieces)
6 - 61 Standord Mail (A) Reaction to Pieces From Publishers by Addressee (Percentage of Pieces) A3-57
6- éé Number ol Mail Order Purchases Within the Last Year by Income A3.58
o {(Percentage of Households)
Number of Mail Order Purchases Within the Last Year by Education of Head of Household
6 - 69 A3-59
(Perceniage of Households) B
MNumber of Mait Order Purchases Within the Last Year by Age of Head of Household
6-70 A3-60
___[Percentage of Households)
Number of Mail Order Purchases Within the Last Year by Number of Adulis
6-71% A3-61
_ {Percentage of Households)
Stondard Mail {A) Order Pieces Received by
- 6-72 Number of Mail Order Purchases Mode Within Lost Year A3-62
673 Stondard Mail (A) Reaction 1o Pieces From Mail Order Industry by A3-63
Number of Mail Order Purchases Made Within the Last Year {Percentage of Pieces)
6. 74 Stondard Mail {A) Available Response Media A3-64
{For Mail Piece Containing Advertising or Reguest for Donations)
6. 75 Standard Mail (A_) Avagilable Response Media from Major Industries A3-65
{Percentage of Pieces)
Standard Mail (A} Intended Response Medium to Pieces From the Mail Order Industry
6-76 . A3-66
{Percentage of Pieces)
6-77 Unoddressed Mail Received Bundled Flyers Usage by Industry A3-67
{Percentage of Moij Received by Households)
6 - 78  Unaddressed Mail Received Readtion to Bundled Flyers A3-68
4.79 Unaddressed Mail Received Response to Bundled Flyers by Industry A3-69
___{Percentage of Mail Received by Households)
6 - B0 Nonprolit Standard Mail (A} Received by Households By Shape A3-70
6 - 82 _ Nonprofit Standard Mail {A} by Industry by Shape {Percentage of Pieces) A3-71
Nonprofit Standard Mail (A) Content by Industry
6-84 (Percentage of Mail Received by Households) A3-72
6 - B5 Nonprofit Standard Mail (A) Pieces Received Per Household Per Week A3-73
6-86 Percent of Non-Profit Standord Mail [4) Coniaining o Request for Donations A3.74
by Age Of Head of Household
6-87 Nonprofit Standard Mail {A) Treaiment of Mail Piece by Familiarity With Orgonization A3.75

{Percentoge of Pieces Received by Households)
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PFY 1999 Description PFY 2001
Tables P Tables
Nonprofit Stondard Mail {A} Response to Advertising by Familiority With Organization
6-88  (If Piece Conlained an Advertisement or Request for Donation and A3-76
Was From One Organization Only}
6. 89 Nonprofit Standard Mail (A} Treatment of Mail Piece by Shape A3.77
i {Percentage of Mai Received by Households) N
6 90 Nonprofit Standard Mait (A) Usefulness of Mail Piece by Shape A3-78
_ (Percentage of Mail Received by Households) ~
6 91 Nonprotit Standard Mail {A) Response to Advertising by Shape A3-79
" {If Piece Contained Advertising or Request for Donation) - )
Nonprofit Stendard Mail {A) Reaction by Industry
762927 {Perceniage of Mail Pieces Received by Households) A3-80
3.7 Total Pieces of Advertising Mail Received Per Week by Income Ad-1
3-8  Total Pieces of Advedising Mail Received Per Week by Age of Household Head A4-2
3-9  Totol Pieces of Advertising Mail Received Per Week by Education of Head of Household Ad4-3
315 Tatal Mail Overview: Treatment of Advertising Mail by Actual Weekly Standard Ad.4
i Mail (A) Receipt (Percentage of Households - From Entry Interview) o i
Total Mail Overview: Intended Response to Advertising Mail by Class
3-4 . A4-5
{Perceniage of Pieces) ‘
3.5 Response Rates to Advertising: First-Class Adveriising Only vs. Standard Ad-6
T Mail {A)} Envelopes and Cards {Perceniage of Pieces) i
3 14 Total Mail Overview: Treatment of Advertising Mail by Perceived Volume of Ad-T
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Postal Fiscal Years 1987, 2000 and 2001

Table Al-1

Total Domestic Mail
Originating in Households and Nenhouseholds

_Do_me%‘tic N(qil - P.ie'_:es” Per Household Per Week

- ST +2000 2001 1987 ... . 2000 2001
Household-to-household 4.8 3.6 38 1.6 1.4 1.4
Household-to-nonhousehold 6.4 7.6 7.3 2.1 29 2.8
Nonhousehold-to-household 55.5 65.4 64.7 18.5 23.4 24.2
Federal government-to-housshold @ 1.1 1.0 0.7 0.4 0.4 04
Unknown incoming @ 0.3 0.6 0. 0.2
Unknown outgoing @ 1.0 0.8 0.3 0.3

Total Household Mail 69.1 76.6 77.0 23.0 28.1 28.3
Nonhousehold-to-nonhousehold 30.9 23.4 22.1

Total 100.0 100.0 100.0

@ State Government included in Nonhousehold-to-household mail.

@ These volumes are not included in Table 1.1; therefore total Pieces per Household Per Week presented here will differ from Table 1.1,

Note: Total Household Mail includes summation of Household-to-household, Household-to-nonhousehold, and Nonhousehold-to-household.
Percentages may not sum to 100 due to rounding.
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Table A1-2
Mail Received by Households ©
by Class
Postal Fiscal Years 1987, 2000, and 200+

42.1 10.58
Periodicals _ 8.2 5.2 5.1 1.69 1.32 1.37
Standard Mail {(A) 47.4 49.9 50.5 9.77 12.75 13.64
Package Services 03 0.4 0.3 0.06 0.1 0.08
Government 1.8 3.2 2.7 0.36 0.83 1.02
Total 100.0 100.0 100.0 20.52 25.59 27.29

Qlncludes priority mail

lomntncinl oeriekd ]
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Table A1-3
Total Maill®Overview:
Content of Mail Received by Households
{Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

5 i
NON-ADVERTISING

Personal 7.5 5.1 5.6
Bills @ 12.5 11.0 1.4
Financiol Statements 472 4.3 4.8
ADVERTISING

First-Class adverising only 4.7 6.7 7.0
First-Class advertising enclosed 55 10.9 12.0
First-Class business invifafions onnouncements 1.2 15 1.6
First-Closs requests for donations 0.4 0.7 0.5
Standord Mail (A) advertising 30.7 353 33.7
Standard Mail (A) requests 0.5 0.5 0.6
Standard Mail {A) nonprofit advertising 2.4 4.4 1.6
Standard Mail (A} nonprofit requests 3.2 3.8 2.7

Total Advertising With Request For Donations

. . _ 48.6 &7.7 59.7
(net including Pericdicals)
Total Advertising Withoul Request For Donations 445 58.8 544
{not including Periodicals)
Newspapers 2.9 1.8 1.3
Maogazines 4.7 4.5 3.9
Total Advertising (including Periodicals) 56.2 74.0 64.9
OTHER:
Other Standard Mail {4) @ 6.7 3.6 4.5
Other Standord Mail [A) nonprofit @ 3.7 2.0 1.5
Federal Government 1.7 1.0 0.9
international 0.5 0.2 0.1
Other @ 12.5 11.3 12.8
Total ® 105.5 1125 106.5
Pieces per household per week ® 20.5 23.4 243

® Does not include packages.

@ Includes credit card statement/bill.

© Request for donations is now a separate category under advertising.

@ Mostly other First-Class.

® Equals more than 100% because First-Class advertising enclosed is counted wice..
® First-Class advertising enclosed is only counted once..






Table A2-1
Firsi-Class Mail Contents of Mail Received by Households
Postal Fiscal Years 1987, 2000 and 2001

Heliday card 3.2 1.7 2.1 0.55 0.44 0.55
Other greeling cords 1.7 1.2 1.0 0.29 0.31 0.26
Letter 27 1.3 1.3 0.46 0.33 0.34
Packoge 0.1 0.2 0.1 0.01 0.02 0.02
Invitations 0.7 0.5 0.4 0.12 0.13 0.12
Anpouncements 0.2 0.2 0.1 0.03 0.04 0.03
Other personal 0.5 0.3 0.2 0.09 0.09 0.06
Total Personal 21 5.1 572 1.55 1.36 1.38
Business or Nonfederal Government;
Advertising Only 5.2 6.7 7.7 0.89 1.75 2.03
Notice ot order 1.4 1.4 1.7 0.23 0.37 0.46
Bill/invoice/premium® 14.7 1.1 12.6 2,52 2.88 3.30
Financial sloternent 5.0 4.3 53 0.87 1.13 1.39
Payment 1.9 1.0 1.2 0.32 0.27 0.31
Rebate 0.1 0.1 0.1 0.01 0.03 0.03
Greeting card 0.3 0.3 0.4 0.05 0.09 0.10
lnvilation or announcement 1.5 1.5 1.8 0.26 0.40 0.47
Sweepsiakes 0.1 0.0 0.0 0.01 0.00 0.00
Receipts for direct deposit 0.0 0.0 0.0 0.01 0.00 0.00
Insurance policy 0.2 0.2 0.3 0.03 0.08 0.07
Tax forms 0.0 0.2 0.2 0.01 0.07 0.06
Other business or government 6.7 2.7 2.1 1.14 0.55 0.55
Packages 0.1 0.2 0.2 0.02 0.03 0.04
Total Business or Government 37.2 29.2 33.5 6.37 7.65 8.81
Social/Charitable/Polifical/Nonprofit:
Announcement/meeting 1.3 1.3 1.2 0.22 0.34 0.32
Request for donation 0.4 0.7 0.6 0.07 0.18 0.16
Confirmation of donation 0.2 0.5 0.3 0.03 0.14 0.07
Bill/invoice/premivm 0.3 0.5 01 0.04 0.12 0.04
Educational acceptances 0.1 0.0 0.0 0.02 0.00 0.00
(Other social/charitable/political/nonprofit 1.2 0.6 0.5 0.20 0.15 0.13
Total Sociol/Charitable/Political/Nonprofit 3.5 3.5 2.7 0.58 0.93 0.72
Don't know/No answer 0.6 2.4 0.7 0.11 0.62 0.20
- Total Mail Received by Households 50.4 40.2 421 8.61 10.56 | 11.08

* Includes credit card statement/bill,
Note: Totals may not add due fo rounding. Mean Totals appearing here differ from Toble 2.3 & 2.4 due to the addition of packages.
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Table A2-2
First-Class Mail Received -- Content by Quarter
{Pieces Per Household Per Week)
Postal Fiscal Years 1987, 2000 and 2001

Quarter One 2.42 2.25 276 6.49 7.21 8.47
Quarter Two 1.56 0.73 0.95 6.38 5.75 9.78
Quarter Three 1.16 0.99 0.94 6.56 7.50 8.46
Quarter Four 1.04 0.98 0.79 6.00 8.04 8.32

¢ Includes credit card statement/bill,
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Table A2-3
First-Class Demographics -- Pieces Received Per Household Per Week
Postal Fiscal Years 1987, 2000 and 2001

L -
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Q@ Fluctuations may be due to small sample sizes.
Note: 2000/2001 Estimates for Income Levels $25K-$29.9K are identical to those in $30K-$34.9K since categeries used to collect data only included $25K-$34 9K.

Note: Missing estimates not available due to change in definition between Postal Fiscal Yeor 1999 and 2000.




Table A2-4
Use of First-Class Advertising-Only Mail -- by Industry
Postal Fiscal Years 1987, 2000 and 2001

Credit Card 7.0 200 | 215 0.4 3.3 4.0 0.1 04 0.4
Bank 7.0 58 57 0.4 1.0 1.1 0.1 0.1 0.1
Securities 5.4 2.2 1.7 0.3 0.4 0.3 0.0 0.0 0.0
Money Market 0.2 0.3 0.3 0.0 0.1 0.1 0.0 0.0 0.0
Insurance /7.8 49 5.0 0.4 0.8 0.9 0.1 0.1 0.1
Mortgage 37 2.6 2.9 0.2 0.4 0.5 0.0 0.1 0.1
Other Financial 1.1 0.6 0.6 0.1 0.1 0.1 0.0 0.0 0.0
Total Financial 322 | 36.4 | 37.7 §.7 28 6.9 0.3 0.7 0.8
Merchants:
Supermarkeis 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Depriment Store 7.0 8.1 3.8 04 1.4 0.7 0.1 0.1 0.1
Mail Order 8.5 10.4 6.9 0.4 1.7 1.3 0.1 0.2 01
Specially Store %.3 6.2 9.6 0.5 1.0 1.8 0.1 0.1 0.2
Publisher 10.8 6.8 6.8 0.6 1.1 1.3 0.1 0.1 01
Land Premotion 3.8 0.9 4.4 0.2 B 0.8 0.0 0.0 0.1
Restaurant 0.2 0.2 02 0.0 0.0 0.0 0.0 0.0 0.0
Consumer packoged goods 1.0 0.8 1.0 0.1 0.3 0.3 0.0 0.0 0.0
Auto dealers ' 272 1.3 1.3 0.1 0.2 0.2 0.0 0.0 0.0
Service stations 0.1 0.3 0.3 0.0 0.1 0.1 0.0 0.0 0.1
Other Merchants 3.2 5.6 1.0 0.2 0.9 0.5 0.0 0.1 0.2
Total Merchanis 46.1 380 1 354 2.4 6.2 7.0 0.4 0.7 0.9
Services:
Telephone 1.9 3.4 2.8 0.1 0.6 0.5 0.0 0.1 0.1
Other utility 0.7 0.6 3.3 0.0 0.1 0.6 0.0 | 0.0 0.1
Medical 1.7 1.5 1.2 0.1 0.2 0.2 0.0 0.0 0.0
Other professional 1.7 0.9 1.8 0.1 0.2 0.3 0.0 0.0 0.0
Leisure service 7.7 4.7 2.2 0.4 0.8 0.4 0.1 0.1 0.0
Cable TV 0.8 1.0 4.7 0.0 0.2 0.9 0.0 0.0 0.1
Computer 0.6 1.8 1.6 0.0 0.3 0.3 0.0 0.0 0.0
Craftsman 0.1 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Other Services 2.9 4.5 1.7 0.1 Q0.7 0.3 0.0 0.1 0.0
Total Services 175 | 18.4 19.2 0.9 3.1 3.5 0.2 0.3 0.4
Nonfederal government 1.0 0.3 Q0.5 0.0 0.1 0.1 0.0 0.0 0.0
Social/Charitable/Political /Nonprofit 0.0 1.7 1.3 0.0 0.3 0.2 0.0 0.0 0.0
Don't Know/No Answer 3.2 1.1 0.8 0.2 0.2 0.1 0.0 0.0 0.0
Total Advertising-Only Mail Received | 0 | 1000 [ 100.0| 52 | 127 | 174 | 09 | 18 | 22
by Households




Table A2-5
Percentage of First-Class Mail Containing Advertising by Household Income

(Percentage of Pieces)
Posial Fiscal Years 1987, 2000 and 2001

< $7K 18.6 27.9 291
$7K - §9.9K 21 26.7 34.6
$10K - $14.9K 255 31.6 32.9
$15K - $19.9K 23.4 27.8 352
$20K - $24 9K 24.3 34.2 36.8
$25K - $29.9K 25.5 31.9 37.2
$30K - $34.9K 27.0 32.5 37.2
$35K - $49.9K 295 33.9 34.2
$50K - $64.9K 29.4 32.7 37.0
$65K - $79.9K 29.9 34.6 36.1
$80K - $99.9K 33.3 34.0 38.3
$100K+ 31.6 34.0 37.5

@ Includes advertising only, advertising enclosed, and business invitations/announcements,

R



Table A2-6

First-Class Mail Usage of Reply Envelopes -~ by Industry
(Percentage of Pieces)

Postal Fiscal Years 1987, 2000 and 2001

Financial:
Credit Card 12.2 201 33.2 14.0 17.6 20.5 13.7 20.9 239
Bank 10.5 5.8 8.0 55 57 8.0 6.8 5.7 6.5
Securities 95 6.2 5.6 1.4 1.9 1.7 3.1 3.1 2.7
Money Market 1.1 0.8 0.8 0.2 0.2 0.3 0.4 04 0.4
Insurgnce 13.0 7.0 7.1 9.5 8.4 7.6 10.3 0 7 .4
Mortaage 6 0 1. 0.4 1.3 1.6 0.6 2 1.5
QOther Fingncial 4 1.5 08 0.4 0.7 0.5 0.6 .0 0.6
Total Financial 49.3 51.4 56.6 31.4 35.8 38.2 35.0 40.3 431
Merchants:
Supermarkets 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.9
Deprimeni Store 3.7 3.1 0.8 9.4 4.5 1.] 8.1 4.2 1.0
Mait Order 4.6 4.5 32 2.3 4.5 4.4 2.6 5 4.1
Other Store 1.2 0.7 3.5 1.8 1.0 3. 1.6 0.9 3.2
Publisher 87 6.3 2.0 6.8 4.9 2. 7.0 5.3 2.1
Land Promotion 0.5 0.5 5.7 0.1 0.2 3.0 0.2 .3 3.5
Restaurani 0.1 Q.0 0.0 0.0 0.0 0.0 00 0.0 0.0
Consumer packaged goods/manutacturers Q.7 1.6 1.7 0.1 1.3 1.5 0.2 0.9 1.5
Auto dealers 0.3 0.2 0.3 0.C 0.2 0. 0.1 0.2 0.1
Service stations 0.0 0.0 0.0 0.0 0.1 0. 0.0 0.0 0.0
Other Merchants 0.8 1.4 0.4 0.7 0.5 Q. 0.7 0.7 0.2
Total Merchants 21.1 18.4 172 21.7 17.2 15.4 21.2 17.0 15.9
Services:
Telephone 3.6 2./ 1.0 11.8 2.4 3.3 10.3 9,7 2.7
Other ulility 3.1 2.7 2.4 14,4 0.7 3.1 12.1 8.5 10.3
Medical 3.8 2.1 2.4 8.4 7.6 0.2 7.6 5.1 8.1
Other professional 0 0.8 2.5 0.4 0.4 58 0,6 0.5 49
Leisure service b 1.0 0.9 0.7 0.7 0.5 0.9 0.8 0.4
[Cable TV 0.5 0.7 i 3.5 4.9 1.6 2.9 3.8 1.6
[Computer 0.1 0.7 0 0.0 0.3 3.5 0.0 0.4 2.8
Crafisman 0.1 0.0 0.0 0.1 0.0 0.0 0.] 0.0 0.0
[Other services 1.8 2.9 0.8 1.0 2.1 Q.5 1.2 2.3 0.6
Total Services 56 13.6 12.5 40.5 39.1 38.4 35,5 32.1 3.5
Negnfederal government 0.0 1.2 1.1 2.1 1.9 1.3 2.2 1.7 1.2
Social/Charitable/Political/Nonprofit 2.6 972 4.0 3.6 56 3.0 5.0 6.5 3.3
Dc_)rn'f |<|nl§l>w/\lo cn}:w}er - 2 1.4 0.8 6.2 1.2 05 3.3 1.2 Q.5 4.1
otal Nonhouseho ail Receive
by Households 100.C 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
Piaces per household per week 0.5 1.0 1.0 2.1 2.6 2.9 2.7 3.4 4.0
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Business or Nonfederal Government:

Postal Fiscal Years 1987, 2000 and 2001

Table A2-7

{Percentage of Pieces)

First-Class Mail -- Enclosure of Reply Envelopes -- by Content

Advertising Only 33.7 441 48.9 572 6.9 5.7 11.0 17.2 16.6
Notice of Order 3.0 2.3 2.4 1.6 1.1 1.2 2.0 1.4 1.5
Bill/invoice/premium* 19.0 17.0 195 75.3 75.1 80.6 63.2 59.3 65.2
Financial Statement 6.4 6.7 8.0 3.2 3.7 472 4.0 4.4 5.1
Payment 1.54 0.4 0.7 0.4 0.3 0.6 0.8 0.4 0.6
Rebate Q.1 0.1 0.1 0.0 0.1 0.0 0.0 0.1 0.1
Greeting Card 0.6 1.4 0.9 0.1 0.3 0.4 0.2 0.6 0.5
Invitation 4.7 5.7 4.3 ¢.6 0.8 0.8 1.5 2.2 1.7
Other business or nonfederal government 20.9 10.5 6.6 10.0 2.3 1.9 12.2 4.5 3.1
Total Business or Nonfederal Government 89.9 88.2 91.4 6.4 90.6 953 95.1 90.3 94.4
Social/Chariteble/Political/Nonprofit
Announcement/meeting 1.8 1.6 1.4 0.5 0.8 0.8 0.9 1.0 1.0
Request for donation 4.4 55 5.3 1.2 3.0 2.5 1.8 3.6 3.2
Confirmation of denation 0.5 0.7 0.7 0.2 0.5 0.5 0.3 0.5 0.5
Bill/invoice/premium 0.4 1.1 0.4 0.9 2.9 0.6 0.8 2.3 0.5
Other social/charitable/political/nonprofit 3.2 1.1 0.8 0.8 0.5 0.4 1.3 0.7 0.5
Total Social/Charitable/Political/Nenprofit 10.2 10.0 8.6 3.6 7.7 4.7 4.9 8.1 5.7
Don't know/No answer 0.0 1.8 6.5 Q.0 1.7 3.2 G.0 1.6 4.1
Total Received by Households 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
Pieces Per Household Per Week 0.5 1.0 1.0 2. 2.6 2.8 2.7 3.6 3.8

*Includes credit card statement/bill,
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Table A2-9
First-Class Mail -- Industry Mail to Households
Postal Fiscal Years 1987, 2000 and 2001

Financial:
Credit Card 2.9 4.0 4.9 0.50 0.99 1.21
Bank 6.2 4.1 4.8 1.06 1.02 1.17
Securities 1.6 1.8 2.0 0.28 (.45 0.49
Money Market 0.1 0.2 0.3 0.02 0.05 0.06
Insurance 3.9 3.2 3.3 0.68 0.78 0.80
Mortgage .6 0.5 0.7 0.10 0.13 017
Orther financial 0.5 0.5 0.3 0.08 0.12 0.08
Total Financial 15.8 14.3 16.2 2.72 3.54 3.98
Merchanis:
Supermarkets 0.0 0.0 0.0 0.00 0.00 0.00
Deprtment Store 2.1 1.3 0.5 0.37 0.32 0.13
Mail Order 0.9 1.4 1.3 0.16 0.35 0.31
Other Store 1.2 0.8 1.2 0.21 .20 0.30
Publisher 1.9 1.2 i.0 0.33 0.30 0.25
Land Promotion 0.3 0.1 0.9 0.05 0.03 0.21
Restaurant 0.0 0.0 0.0 0.00 0.00 0.00
Consumer packaged goods/manutaciurers 0.3 0.0 0.9 0.04 0.08 0.22
Auto dealers 0.2 01 072 0.04 0.02 0.04
Service stations 0.0 0.0 0.1 0.00 0.01 0.01
Other Merchants 0.5 0.5 0.1 0.08 0.07 0.04
Total Merchants 7.4 56 6.2 1.28 1.38 1.50
Services:
Telephone 2.2 1.9 0.8 0.37 0.46 0.19
Other utility 3.0 1.7 2.3 0.51 0.43 0.56
Medical 2.8 2.1 2.1 0.47 0.52 0.51
Other professional 0.5 0.4 2.0 0.09 0.10 0.48
Leisure service 0.9 0.7 0.6 Q.15 0.16 0.14
Cable TV 0.7 0.7 0.8 0.12 0.17 0.20
Computer 0.1 0.3 0.6 0.01 0.07 0.16
Craftsman 0. 0.0 0.0 0.01 (.00 0.00
Other Services 0.8 1.2 0.4 0.14 0.30 0.10
Total Services 1.1 8.9 9.5 1.87 2.2) 2.34
Nontederal Government:
Nonfederal government 2.0 1.4 1.3 0.34 0.34 0.32
Social/Charitable/Political/Nonprofit 3.4 3.3 2.0 0.59 (.81 0.49
Don't Know/No Answer 0.9 1.0 2.4 014 0.25 0,59
Total Nonhousehold Mail to Households 40.6 36.0 37.5 6.94 8.53 9.21

Note: Total means do not match Table 2.1 due to the exclusion of Federal Government Mail.
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Table A2-11
Use of First-Class Business Invitations/Announcements Mail -- by Industry
Postal Fiscal Years 1987, 2000 and 2001

Financial:
Credit Card 3.6 6.3 57 0.1 0.2 0.2 0.0 0.0 0.0
Bank 8.9 5.8 7.2 0.1 0.2 0.3 0.0 0.0 0.0
Securities 53 6.3 6.0 0.1 0.2 0.3 0.0 0.0 0.0
Money Market 0.1 1.1 0.8 00 1 00 0.0 0.0 0.0 0.0
Insurance 7.4 7.1 10.0] O 0.3 0.4 0.0 0.0 0.0
Mortgage 2.5 2.0 2.7 0.0 0.1 0.1 0.0 0.0 0.0
Other financial 1.7 1.8 1.1 0.0 0.1 0.0 0.0 0.0 0.0
Total Financial 2951 304 | 335 0.5 1.2 1.4 0.1 0.1 0.1
Merchants:
Supermarkets 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 (.0
Deprtment Store 2.8 1.9 1.0 0.0 0.1 0.0 0.0 0.0 0.0
Mail Order 1.0 1.7 2.0 0.0 0.1 0.1 0.0 0.0 0.0
Other Store 4.6 2.4 2.0 0.1 0.1 0.1 0.0 0.0 0.0
Publisher 3.6 3.9 2.3 0.1 0.2 0.1 0.0 0.0 0.0
Land Premotion 0.9 0.5 2.3 0.0 0.0 0.1 0.0 0.0 0.0
Restaurant 0.2 0.1 0.1 0.0 0.0 0.0 0.0 0.0 0.0
Consumer packaged goods/manufacturers 2.3 3.8 4.2 0.0 0.1 0.2 0.0 0.0 0.0
Auto dealers 0.6 0.5 0.6 0.0 0.0 0.0 0.0 0.0 0.0
Service stations 0.3 0.3 0.3 0.0 0.0 0.0 0.0 0.0 0.0
Cther Merchanis 4.1 3.7 0.8 0.1 0.1 0.0 0.0 0.0 0.0
Total Merchants 204 1188 | 157} 03 0.6 0.6 0.1 0.1 0.0
Services:
Telephone 2.6 0.9 1.8 0.0 0.0 0.1 0.0 0.0 0.0
Other utility 1.6 1.9 2.5 0.0 0.1 0.1 0.0 0.0 0.0
Medical 11.0]1 103 ]| 4.0 0.2 0.4 0.2 0.0 0.0 0.0
Other professional 5.2 5.7 109 | 0.1 0.2 0.5 0.0 0.0 0.1
Leisure service 9.9 4.2 4.7 0.2 0.2 0.2 00 | 00 ) 00
Cable TV 0.3 0.8 4.3 0.0 0.0 0.2 0.0 0.0 0.0
Computer 0.9 1.4 1.0 0.0 0.1 0.0 00 | 0.0 0.0
Croftsman 0.5 0.2 0.5 0.0 0.0 0.0 0.0 0.0 0.0
Other Services 4.9 6.0 1.6 0.1 0.2 0.1 0.0 0.0 0.0
Total Services 36913121 308 046 1.2 1.3 0.1 0.1 0.1
Nonfederal government 9.7 8.0 7.3 0.2 0.3 0.3 0.0 0.0 0.0
Saciol/Charitable/Political/Nonprofit 0.0 3.5 7.6 0.0 0.1 0.3 0.0 0.0 0.0
Don't Know/No Answer 3.5 0.8 1.1 0.1 0.0 0.0 0.0 0.0 0.0
Tolal Business Invilafions/Announcements ;
Mail Received by Households 100.01100.0] 100.04 1.5 34 4.0 0.3 0.3 03




Table A2-12
Use of First-Class Advertising-Enclosed Mail®-- by industry
Postal Fiscal Years 1987, 2000 and 2001

Financial:
Credit Card 183 | 21.5 | 22.7 1.3 2.8 4.2 0221 029 § 0.79
Bank 11.7 ]| 104 8.2 0.8 1.4 1.5 0.14 | 0.14 | 0.28
Securities 4.2 4.3 2.8 0.3 0.6 0.5 0.05 ] 0.06 | 0.09
Money Market 0.8 0.7 0.5 0.0 0.1 0.1 0.01 0.01 0.01
Insurance 472 4.4 4.3 0.3 0.6 0.8 0.05 | 0.06 | 0.15
Morigage 0.8 0.9 2.1 0.0 0.1 04 0.01 | 0.0y | 0.07
Other Financial 58 0.7 0.5 0.0 0.1 0.1 0.07 | 0.01 0.01
Total Financial 400 | 429 | 411 2.8 57 7.6 0.48 | 0.58 1.40
Merchants:
Supermarkets 0.0 0.0 0.0 0.0 .0 00 | 000 | 0.00 | 0.00
Depriment Store 14.2 6.9 2.8 1.0 0.9 0.5 0.17 | 009 | 0.09
Mail Order 2.5 23 6.4 0.2 0.3 1.2 0.03 { 0.03 | 0.22
Other Siore 25 1.6 6.3 0.2 0.2 12 003§ 0.02 | 0.21
Publisher 5.0 3.0 4.7 0.4 0.4 0.9 0.06 | 0.04 | 016
Land Promotion 0.0 0.3 3.4 0.0 0.C 0.6 0.00 1] 000 | 0.1
Restaurant 0.0 0.3 0.2 0.0 0.0 0.0 0.00 | Q.00 | 0.00
Consumer packaged goods 0.0 1.3 2.6 0.0 0.0 05 ] 0.00] 0.04 | 008
Auto dealers 0.0 0.1 08 0.0 0.1 0.1 0.00 | 0.02 | 0.02
Service stotions 0.0 0.1 0.2 0.0 0.0 0.0 0.00 | 0.00 | 0.00
Other Merchants 0.8 1.3 0.6 0.1 0.2 0.1 0.01 0.01 0.02
Total Merchants 258 | 17.2 | 279 1.8 2.2 51 031 | 025 | 0.9
Services: }
Telephone 8.3 10.4 29 0.6 1.4 05 0101 0.14 | 0.10
Oiher utility 8.3 7.1 8.6 0.6 0.9 1.2 010} 0.10 | 0.05
Medical 1.7 1.3 3.0 0.1 0.2 0.6 0.02 1 0.02 | 0.05
Other professional 1.7 0.5 1.5 0.0 0.1 03 ) 002} 001 ] 012
Leisure service 0.0 1.8 1.6 0.1 0.2 0.3 0.00 | 0.02 | 0.05
Cable TV 4.2 4.7 3.6 0.3 0.6 0.7 0051 0.06 | 0.12
Computer 0.0 0.4 2.4 0.0 0.1 04 § 0.00{ 0.01 | 0.08
Craftsman 0.0 0.0 0.0 0.0 0.0 0.0 0.00 ] 0.00 | 0.00
Other Services 0.8 2.2 1.2 0.1 0.3 0.2 0.01 | 0.03 ) 0.04
Total Services 250 | 284 | 22.8 1.7 3.8 4.2 0.30 ] 0.39 | 0.61
Nonfederal government 0.8 i 0.6 0.1 0.1 0.1 0.01 | 0.01 0.02
Social/Charitable/Political/Nonprofit 7.5 9.8 20 0.5 1.3 0.4 0092 | 013 | 0.07
Don't Know/No Answer 0.8 0.7 35 0.1 0.1 0.6 0.01 0.01 0.12
Total Advertising Enclosed 100.0{ 1000 [ 1000] 70 | 130 | 180 | 120 ] 132 | 313

Mail Received by Households

® Does not include advertising mail.
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Table A2-13
First-Class Mail -- Interest in Nine Activities
(Percentage of Households Which Enjoyed these Activities Very Much or Quite a Bit)
Postal Fiscal Years 1987, 2000 and 2001

Watching Teievision

Reoading Books, Mogazines 66.1 73.0 75.5
Visiting with Friends 67.8 79.0 81.0
Writing Letters 27.1 38.5 39.9
Reading Newspapers 65.7 63.2 62.6
Reading Cards and Letters 69.5 48.8 69.9
Telephoning Family and Friends 62.8 79.5 80.8
E-mailing via the Internet* N/A 39.7 44.6
Shopping via the Internet* N/A 7.8 10.6

*Added in Postal Fiscal Year 2000



Table A2-14
First-Class Mail Received -- by Number of Financial Accounts and Insurance Policies
Postal Fiscal Years 1987, 2000 and 2001

um (6-9) | .~ High (10+4). "
T N 0 |2001 (1987|2000} 2001
Pieces per household per week 10411241 13.6) 144




Pieces per Household per Week

Table A2-15
First-Cluss Muil Received -- by Number of Credit Cards
Postal Fiscal Years 1987, 2000 and 2001

13.2

13.9




Table A2-16

First=-Closs Muail Receipt -- Content by Age of Head of Household

(Pieces Per Household Per Week)

Postal Fiscal Years 1987, 2000 and 2001

Personal

Business or Nonfederal Government:

Advertising 0.4 0.9 1 1.1 G.3 1] 15| 0.7 1.4 { 1.8 1.0 1.9 2.0

Invitation/Announcement 0.1 021 01 0.1 03 1 03} 02 04 | 0.4 0.3 0.4 0.5

Bill* 1.5 1.9 1.9 1.8 1.7 3.0 2.6 2.8 3.3 3.0 3.5 3.6

Financial Statement C.6 03] 04 0.4 03 | 0.7 0.6 0.9 1.2 1.0 1.2 1.4

Other 0.7 041 02 1.0 | 05103 1.5 06 | 05 1.9 0.8 05
Total Business or Nonfederal Government 33 1 3.7 [ 37 ] 36| 39158 56 | 6.1 7.1 7.2 7.7 7.9

Social/Charitable/Poiitical/Nonprofit 03 | 04102 03] 04|[04] 05106105 0.8 0.9 0.7
Total 5.3 45 46| 4.7 44 | 67 7.3 7.6 | 85 9.7 9.9 29

B e Q01| 987" 2001

Personal 1.8 13| 1.4 1.8 1.5 1.5 1.7 1.9 2.3

Business or Nonfederal Government:

Advertising 1.1 2.2 2.6 IR 2.1 2.4 1.0 1.7 2.4 0.7 1.5 1.7

Invitation/Announcement 0.4 051 05 0.3 05106 04 0.4 | C6 0.2 0.4 0.5

Bill* 3.1 351 381 27 3.2 | 35 20 | 28| 3.5 1.6 2. 2.5

Financial Statement 1.1 1.3 1.6 1.1 1.4 1.7 0.9 1.2 1.8 0.8 1.3 1.4

Other 2.1 0.8 0.6 2.0 08 | 0.7 1.8 0.9 Q7 1.9 0.7 0.6
Total Business or Nonfederal Government 7.8 82 | 9.1 7.2 7.9 | 8.8 6.1 6.9 8.9 572 5.9 6.7

Social/Charitable/Political/Nonprofit 0.7 121 0% ] 07 10| 07| 05 1.1 0.9 0.5 11 0.8
Total 104 110611141 99 1041111 85 99 12.1 7.6 88 Q.2

*Includes credit card statement/bill.
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Table A2-17

First-Class Mail Receipt -- Content by Education of Head of Household

{Pieces Per Household Per Week)
Postal Fiscal Years 1987, 2000 and 2001

"Soms High Schosl [~ Highs T SomeCollege

Bl 2001.]. 1987120002001V 011.1987 | 2000 12001 |
Personal 1.1 1.01 1.0 1.1 07 | 0.9 1.5 1.3 1.3

Business or Nonfederal Government:

Advertising 0.5 1.2 1.6 0.6 1.4 1.7 Q0.7 1.4 1.8 0.9 1.9 1.9
Invitation/Announcement 0.1 0.1 0.3 0.1 02104 0.2 0.3 0.4 0.3 0.4 0.4
Bill* 1.7 1.8 2.4 2.0 2.4 2.8 2.4 2.5 3.2 2.6 3.0 3.3
Financiol Statement 0.4 051 1.1 0.6 07 | 0.7 ¢ 0.7 0.8 1.1 0.9 1.0 1.3
Other 12 {02409 1.6 { 06 | 05 1.6 | 06 | 0.5 1.7 0.7 0.5
Total Business or Nonfederal Government 39 | 371 62| 49 1 53| 60| 54 56 | 7.0 6.4 71 7.4
Social/Charitable/Political/Nonprofit 02 | C3 1G4 ] 03106103 041 06| 04 0.6 0.9 0.6
Total 5.3 501 7.6 6.5 646 | 7.3 7.4 7.4 8.5 8.6 Q.2 972

.ollége Graduate:

ost: Graduate

1200012001 14198712000 { 2001-
Personal 15116 27 2.1 1.6
Business or Nonfederal Government
Advertising 0.9 1.5 2.1 1.2 20 | 2.2 1.5 2.3 2.5
Invitation/Announcement 0.3 0.4 | 0.4 0.4 05| 0.6 0.6 0.6 (.6
Bill* 2.5 3.4 21 3.1 3.1 3.5 3.4 3.4 3.4
Financial Statement 0.9 131 1.4 1.2 15117 i.7 1.7 1.9
Other 1.8 081 06 2.2 0.8 1] Cé 2.9 0.9 06
Total Business or Nonfederal (Government 6.4 741 77| 81 BO | 86| 101 ] 88 [ 9.0
Social/Charitable/Political/Nonprofit 04 1081 D402 1211071 1.7 15 [ 1.3
Total 8.2 9.5 9.4 MO 11C7 1117 129 1241119

* Includes credit card statement/bill.



[EE .

Aok i e . . . - [ i Fante i S iy » 4 ol ey

v_mv Vmu.m V_MNG Tm_UD_UC_ .:cD Utumu huw__Ou O _UWMD mw_._OUmZGU Bouis v__mV VM@ V_OMm ul mmer: Q} _Ou;cmﬁ_ ain v_& QNW MWNW w_0>0._ OEOUC_ ._O* w@.—DE_*mm _.OON\OOON w—OZ
[[1/1uetuBigs PIDd jipald sepnpay] ,

Opt t v&el tT G /L T 260 1820 T GGL TGl TSI T 6vL JELL 66 1 9¢} [ L
£ 1 g1 91 L'l 51 Al 60 L] L1 60 60 0’1 TIOIAUON/ [P0 /8]qoIioy ) /jPo0
¢l L ell | &¢l | 601 86 L¢l 06 88 Gll 06 L/ ré HUSLULLIBAOL ) |RISPIJUON JO ssaulsng JOIO]
90 gl e 90 60 LE 90 80 £e 90 L0 ¢ 1540
A 0¢ 0e L ¢ 81 81 Gl 91 g1 91 3l Sl 1USLISIDIS Jo1UDULY
¥ JF 9 Al [ v QF 9% $¢ 8¢ £t St 8
L€ S & Ve 6¢ i s Pz A W 5¢ 61 Sl OUISIHEAPY
JAS 80 £Q JA) 90 20 G0 S50 7 0 90 50 7 Q
9 v e 4 9 9 2 9 91 A 5 Z
100¢ | 6661 | £861 [ TOOZ | OQOZ [-Z8&T 1 100¢ -t 0002 | Z8&L [0 5
s N0 $: N6 668 - A08E - A6 648 - NGOS
L6 ¢b POl 6/ £g 86 6{ t8 58 i 8¢ 5/
/0 60 g0 50 JAY) L0 S0 L0 o0 50 L0 ¥ 0
il Wi i 79 9 LZ v 9 9 £9 86 Q09 L5
[l0) L0 L 2 F 0 £0 61 p O S 61 S0 90 Sl
[l Al il 0t 01 60 Q1 ol 60 60 89 80 HUSWHIDIS [01UDUL
£e S S N3 62 4¢C O3 6°¢C S¢ 9Z B¢ 9C =]
81 L1 L L £ El o1 L1 91 80 Sl S %0 DURTHSADY
o v O O v 0 £0 ¥ O PO £0 Al €0 £0 FAY SJUSIIESUNOUND SUCHOHAUL S58UIEN
“«CQEE®>OO _U._wmuw*coz A0 mmmc_me
Ll Al 0t . 8 L | S o) A £
6661 mu— 100 8 000
v JGEs ) e
£9 A @G 66 9 6G6. 1 Z¥ S¢ 9r £y (92
0 50 £0 L0 0 20 F O £0 A ¥ 0 20
LY A Ly Fy LF by e 8E LE LE ¢t HUSWWIaAOS) |OI9PBIUON
90 £l o ) 54 S0 L0 [l [3l0] FO Pl Y10
50 L0 90 0 90 o 50 0] 80 <0 0 HUSWI0LS [DIUDUL
€2 £2C b i 61 &1 Z't 61 61 G 1 Al «|J!
60 1 70 | Tl L 90 T €1 160 | 60 [ 70 [ 80 | €0 BURTHoAPY
7 0 Z0 ) 20 LG G ¢0 L'C L0 290 L O SUSLSOUNOLUD /SUOHDIIAUL ssaulsng
JUBUIIIEAOE) [OIBPBJUON 10 S50UlsN
Sl 20 0 X0 80 £ 1 (0 1 870 C DUOSIS4
£86L|-100¢ +100Z 120002 | /B 00&1: 000 ]

LOOZ PUP Q00Z “L861 SAD3A |DISIY |DysOd
(daap 124 ployasnoH 1ag s33314)
awodu| Aq Juasuo) -- |d1323Yy SSD|Y-4Sdld

B8l-Tv 3921



Table A2-19
First-Class Mail -- Percent of Nonpersonal Mail Received by
Households Which is Sent Presort -- by Content
Postal Fiscal Years 1987, 2000 and 2001

Business or nonfederal government advertising only )
Nofice of order 36.1 52.6 60.3
Bill/invoice/premivm* 68.9 70.8 77.6
Financial Statement 50.8 72.6 79.1
Payment 423 48.6 58.0
Rebate @ 273 601 69,9
Greeting card 253 34.1 48.0
invitation/announcement 28.5 49.7 59.7
Sweepstakes @ 77.5 26.0 100.0
Insurance policy @ 595 73.6 75.2
Tax forms @ 25.3 57.4 61.0
Other business or government 49.7 55.0 59.7
Total Business or Nonfederal Government 56.7 61.2 73.7
Social/Charitable/Political/Nonprofit announcement/meeting 10.3 21.5 31.2
Request {or donation 19.9 36.7 53.8
Confirmation of donation @ 11.8 25.3 33.2
Bill © 29.9 57.4 52.7
Education ® 378 47.4 48.5
Other social/charitable/political/nonprofit 18.0 25.5 37.7
Total Social/Charitable/Political/Nonprofit 16.5 30.3 38.8
Total Nonpersonal Mail Received by Households 53.9 61.2 69.1
Pieces per Household Per Week 3.74 5.69 5772

® Fluctuation may be due to small sample sizes.
* Includes credit cord statement/bill.



Table A2-20
Total Percentage of Industry’s First-Class Mail Received by
Households Which is Sent Presort

Postal Fiscal Years 1987, 2000 and 2001

Financial:
Credit Card 769 88.2 231
Bank 59.1 70.4 /9.5
Securities 37.6 67.5 73.9
Money Market @ 52.4 65.0 81.9
Insurance 622 71.5 80.3
Monrgage 19.0 48.3 56.4
Total Financial 58.9 73.7 81.8
Merchants:
Depriment Store 73.5 71.2 78.9
Mail Order 50.0 62.2 82.4
Other Store 33.1 52.7 721
Publisher 58.9 68.7 68.8
Land Promotion ® 61.9 52.8 797
Restaurant @ 50.0 58.0 58.9
Consumer pockaged goods 30.8 51.1 53.4
Auto dedlers @ 455 611 62.9
Service stations @ 143 43.9 47 .2
Total Merchants 55.0 62.2 74.3
Services:
Telephone 84.4 63.9 61.6
Other utility 81.2 /3.4 65.9
Medical 35.9 48.6 74.4
Other professional 7.8 29.9 56.1
Leisure service 31.1 52.8 49.5
Cable TV 57.3 62.7 69.6
Computer @ 15.4 61.3 72.3
Craftsman ® 22.2 0.0 0.0
Total Services 56.7 56.2 64,9
Nonfederal government 54.0 55.5 64.4
Social/Charitable/Political /Nonprofit 16.5 26.6 55.2
Total Nonhousehold Mail Received by households 53.9 61.2 71.0
Pieces per household per week 3.7 5.7 6.7

@ Fluctuation may be due to small sample sizes.
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Table A2-21
First-Class Mail -- Total Envelopes by Sector
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

SemMi e L e T

Household-to-household e 9.4 6.5
Household-to-nonhousehold 12.3 14.6 14 .0
Nonhousehold-to-household 39.2 38.6 42.6
Unidentified incoming 0.6 2.9 0.9
Unidentified outgoing 1.4 0.2 1.5

Subtotal 62.9 62.8 65.8
Nonhousehold-to-nonhousehold . 37.1 37.2 34.2

Total ‘ 100.0 100.0 100.0




Table A2-22
First-Class Mail -- Total Envelopes by Content
(Percentage of Total Envelopes)
Postal Fiscal Years 1987, 2000 and 2001

=
O3

el Ao it e B 1 I e

Personal:
Holiday/seasons' greeting cards
Other greeting cards
nvifation
Letter trom a friend or relative
Announcement
Other personal
Total Persanal
Business or Nonfederal Government:
Advertising only
Nﬁﬁce or confirmation of order
Bill*
Financigl statement
Payment
Rebate
Holiday/greeting card
Invitafion/announcement
Sweepstakes
Other insurance ralated
Tox
Other business or nonfederal government
Total Business or Nonfederal Government
Social/Charitoble/Political/Nonprofit:
Announcement
Reguest for donation
Tﬁﬁnkvoufordoncﬁon
Bi
Fducation acceptances
Other social/charitable/political/nonorofit
| Total Social/Charitable/Political/Nonprofit
[Don't Know/No answer
Total
Pieces Per Household Per Week
* Includes credit card statement/bill.
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Table A2-23

First-Class Mail -- Total Envelopes by Industry
(Percentage of Total Envelopes )

Postal Fiscal Years 1987, 2000 and 2001

Financial:
Credit card
[Bank
Securities
Money Market
Insurance
Mortgage
Other financial
Total Financial
Merchants:
Department store
Mail order
Other store
Publisher
Land Promotion
Restaurant

Consumer packaged goods
Auto dealers

Service stations

Other merchants
Total Merchants

Services:

Telephones

Other Utility

Medical

Other professionat

Leisure service
Cable TV
Computer
Craftsman
'—"cher ?ervices
Total Services
Nontederal qovernment
Social/charitable/polifical/nonprofit

Don't know/Ng answer
Total Nonhousehold Mgil Received by Hoyseholds

Pieces Per Household Per Week
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Table A2-24
First-Class Mail -- Nonpresort Envelopes by Sector
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001 .

Household-1o-househo )

Household-to-nenhousehold 17.3 22.1 26.4

Nonhousehold-fo-household 25.2 27.6 22.3

Unidentified incoming 0.5 2.5 0.7

Unidentified outgoing 2.5 0.5 2.9

Nonhousehold-to-nonhousehold 42.0 36.6 37.0
Totai 100.0 100.0 1C0.C
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Table A2-25
First-Class Mail -- Totai Cards by Sector
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Household-to-household ) 51 .
Household-to-nonhousehold 8.5 6.1 6.1
Nonhousehold-to-household 56.8 48.6 59.6
Unidentified incoming 0.6 1.5 0.5
Unidenfified outgoing 0.0 0.2 1.3
Subtotal 75.1 61.5 73.0
Nonhousehold-to-nonhousehold 24 9 38.5 27.0
Total 100.0 100.0 100.0
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Table A2-26
First-Class Mail -- Tolol Cards by industry
(Percentage of Total Cards)

Postal Fiscal Yeoars 1987, 2000 and 2001

Financial:
Credit card 0.2 2.0 1.6
Bank 0.2 3.2 2.0
Securities 0.2 1.3 0.9
Money Market 0.0 0.1 0.2
Insurance 1.1 2.8 2.7
Mortgage 1.3 2.6 2.4
Cther financial 0.3 0.4 0.4
Total Financial 3.2 12.4 10.2
Merchants:
Supermarkeis 0.0 0.0 0.0
Department store 4.2 5.8 1.8
Mail order 50 5.2 3.3
Other store 6.4 7.1 3.8
Publisher 4.0 5.9 5.5
Land Promotion 1.1 0.7 2.6
Restaurant 0.2 0.0 0.2
Consumer packoged goods 0.3 0.0 0.0
Auto dealers 0.6 0.6 0.7
Service stations 0.3 0.4 0.4
Other merchants 2.2 3.4 0.6
Total Merchonts 24.4 291 18.8
Services:
Telephone 0.3 1.6 1.4
Other Utility 7.9 572 1.9
Medical 4.7 6.4 4.0
Cther professional 1.0 1.0 4.1
Leisure service 4.0 3.5 1.3
Cable TV 1.0 0.4 2.3
Computer 0.2 1.8 0.8
Craftsman 0.0 0.0 0.0
Other Services 2.7 6.7 1.1
Total Services 21.7 26.8 17.0
Nonfederal government 1.4 3.3 1.1
Social/charitable/political /nonprofit 59 10.2 3.5
Don't know/No answer N/A 2.1 5.1
Total Mail Recieved by Households 56.7 81.8 55.7
Pieces Per Household Per Week 0.4 0.9 0.8
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Table A2-27
First-Class Mail -- Total Cards by Content
(Percentage of Total Cards)
Postal Fiscal Years 1987, 2000 and 2001
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Personal:
Holiday/seasons' greeting cards 0.9 0.5 0.6
Other greeting cords 1.1 0.7 1.1
Invitation 1.7 1.2 1.2
Lefter from a friend or relative 3.9 1.9 20
Announcement 0.2 0.3 0.2
Other personal 1.4 0.5 0.5
Total Personal 9.2 5.1 5.6
Business or Nonfederal Government:
Advertising only 22.2 23.0 30.4
Notice or confirmation of order 5.1 3.8 59
Bill~ 10.6 4.5 5.3
Financial statement 0.1 0.6 0.7
Payment 0.1 0.2 0.4
Rebate 0.1 0.6 0.6
Holidoy/greeting card 0.8 0.8 1.3
Invitaticn/announcement 7.3 54 8.0
Sweepstokes 0.4 0.0 0.0
Receipts for direct deposit 0.2 0.0 0.0
Other insurance related 0.1 0.0 0.1
Tax 0.0 0.0 0.1
Other business or nonfederal government 3.9 3.3 1.8
Total Business or Nonfederal Government 50.9 422 546
Social/Charitoble/Political/Nanprofit:
Announcement 4.0 45 4.8
Request for donation 0.3 0.6 0.4
Thank you for donation 0.3 0.6 0.3
Bill 0.1 0.3 0.2
Education acceptances 0.0 0.0 0.0
Other social/charitable/polifical/nonprofit 1.2 0.5 0.5
Total Social/Charitable/Political /Nonprofit 5.9 6.5 6.0
Don't Know/Ne answer 0.6 1.5 0.6
Total 66.6 55.3 67.2
Pieces Per Household Per Week 0.5 0.9 0.9

* Includes credit card statement/bill,




Table A2-28
First-Class Mail -- Cards Received by Households -- Household's
Percentage of Total Mail Sent at Each Category
Postal Fiscal Years 1987, 2000 and 2001

Personal:
Holiday card 1.3 0.5 0.5 0.0 0.1 0.3
Other greeting card 1.5 1.1 1.1 0.0 0.2 0.4
{nvitation 2.3 1.9 1.2 0.0 0.2 0.5
Lefter 5.3 2.9 2.3 0.0 0.2 0.4
Announcement 0.3 0.5 0.2 0.0 0.0 0.2
Other personal 1.7 0.5 0.4 0.0 0.3 0.3
Total Personal 12.4 7.4 56 0.0 1.0 2.0
Business or Nonfederal Government;
Adverlising only 16.8 13.3 13.1 38 26.2 28.0
Notice of order 6.1 4.1 5.1 2.2 2.7 29
Bill/invoice/premium® 5.7 3.4 2.0 25 572 5.2
Financial statement 0.2 0.5 -0.3 0.2 0.8 0.7
Payment 0.1 0.2 0.1 0.1 0.2 0.4
Rebate 0.1 0.2 0.3 0.4 0.8 0.5
Greeting card 1.0 0.8 1.0 0.1 0.6 0.8
Invitation/announcement 8.2 572 5.4 4.2 4.4 5.4
Other business or nonfederal government 4.2 3.1 1.0 5.2 2.7 1.4

Total Business or Nanfederal

42.4 30.8 282 75.4 43.6 45.4

Government
Social/Charitable/Politicol/Nonprofit:
Announcement/meeting 4.9 5.8 4.3 (A 2.2 2.2
Request for donation 0.3 0.8 0.2 0.1 0.2 0.3
Confirmation of donation 0.4 0.5 0.2 0.0 0.2 0.2
Bil 0.1 0.2 0.1 0.0 0.3 0.1
Other social/charitable/political/nonprofit 1.4 0.5 0.2 0.0 0.4 0.4
Total Social/Charitable/Political /Nonprofit 7.1 7.8 5.0 1.3 3.3 3.2
Don't Know/No answer 0.7 1.2 0.4 1.7 1.4 0.4
Total Mail Recieved by Household 62.6 472 39.2 78.4 49.3 51.0
Pieces Per Household Per Week 0.3 04. 0.5 0.1 0.5 0.3

© 1999 data includes any residual subclassification categories during the transition period.
* Includes credit card siatement/bill.
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Table A2-29
First-Class Mail -- Cards Received bv Households -- Household's Percentage of
Total Mail Sent at Each Card Rate Category -- by Industry
Postal Fiscal Years 1987, 2000 and 2001

inancial:
Credit cards 0.0 0.1 0.2 0.4 3.4 20
Bank 0.2 0.9 0.6 0.2 4.5 2.1
Securities 0.2 0.6 0.5 0.3 1.4 0.7
Money Market 0.0 0.0 0.0 0.0 0.2 0.3
Insurance 12.0 1.1 1.3 0.8 3.2 2.4 -
Mortgage 1.4 1.6 2.1 0.6 1.9 1.2
Other financiol 0.3 0.1 0.1 0.2 0.5 0.4

Total Financial 3.3 4.4 4.8 2.4 15.1 89
Merchants: :
Department store 3.5 1.6 0.6 6.1 7.5 1.8
Mail order 3.7 1.3 1.1 8.6 6.6 3.4
Ciher store 6.1 2.9 2.1 6.9 7.8 3.1
Publisher 3.1 1.4 2.3 6.6 88 5.1
Land Promotion 09 0.3 0.8 1.6 0.8 2.7
Restaurant 0.1 0.0 0.1 0.3 0.1 0.1
Consumer packaged goods 0.1 0.0 0.0 0.6 0.0 0.8
Auto dealers 0.5 0.2 0.3 1.1 0.8 0.6
Service stations 0.4 0.1 0.2 0.1 0.0 0.3
Other merchants 1.9 1.5 0.4 2.7 3.9 0.4

Total Merchants 203 2.3 7.8 34 .4 364 18.3
Services:
Telephone 0.1 0.2 0.7 0.7 2.8 1.2
Other Utility 3.1 1.6 0.5 21.5 7.0 2.1
Medical 5.9 4.9 2.4 0.5 27 3.1
Other professional 1.0 0.6 3.8 0.8 0.7 1.7
Leisure service 3.0 1.4 0.7 6.9 4.1 1.1
Cable TV 0.5 0.1 1.1 1.9 0.8 2.1
Computer 0.1 0.7 0.2 0.2 2.2 0.8
Craftsman 0.1 2.0 0.0 0.0 0.0 0.0
Other Services 29 3.7 0.7 2.2 5.6 0.8

Total Services 16.4 13.2 10.1 34.8 259 12.8
Nonfederal government 1.0 0.9 0.8 3.0 4.5 0.8
Social/charitable/political/nonprofit 7.1 7.2 2.5 2.1 5.5 2.2
Don't know/No answer 1.0 0.9 4.2 1.5 1.9 27

Total Mail From Nonhouseholds

Received by Houssholds 49.4 35.9 301 78.4 89.3 457

Pieces Per Household Per Week 0.3 0.4 0.5 0.1 0.5 0.3




Table A2-30
First-Class Mail -- Timeliness of Arrival
Postal Fiscal Years 1987, 2000 and 2001

Arrived on time or sooner:

Arrived on the doy needed 12.7 34.7 32.4

Arrived earlier than needed 6.4 14.2 16.3
Total Arrived on time or socner 19.0 48.9 48.7

Was not expected to arrive on any special day 66.0 357 41.5

Arrived late 1.4 11 1.2

Don't know/No answer 13.6 14.3 8.6
Total 100.0 100.0 100.0
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Table A2-31
First-Closs Mail -- Reason for Lateness
(Percentage of Pieces that Arrived Late)
Postal Fiscal Years 1987, 2000 and 2001

Fisicn 15N

VI

Mailed Late

Not mailed late 22.1 24.9 23.5

Don't know when mailed 22.7 3t 3%9.7

Don't know/No answer 19.0 14.3 6.2
Total 100.0 100.0 100.0
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Table A2-32
First-Class Mcil Received -- Timeliness of Arrival -- by Quarter
Postal Fiscal Years 1987, 2000 and 2001

Arrived on time or sooner 17.7 4572 43.9 19.3 8.1 51.7
Was not expected to arrive on any special dey 65.5 359 43.9 66.7 36.5 40.4
Arrived Late 1.5 11 0.9 1.3 1.0 1.8
Don't Know/No answer 15.4 17.8 11.4 12.8 143 6.2
Total 100.0 100.0 100.0 100.0 100.0 100.0

Arrived on time or sconer

22.0 52.3 492

Was not expected to arrive on any special day 66.8 34.9 39.9 65.0 35.7 41.3
Arrived Late 1.3 1.4 1.3 1.5 0.9 0.9
Don't Know/No answer 142 12.6 8.0 11.6 11.1 B.6

Total 160.0 100.0 100.0 100.0 100.0 100.0
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Table A2-33
First-Class Mail Received -- Timeliness of Arrival -- by Postal Region
Postal Fiscal Years 1987, 2000 and 2001

Arrived on time or sooner 16.4
Was not expected on any special day 66.0 1364423675 31.2 420|621 [ 2931393667 315|434} 6763071} 40.6
Total Arrived Late 1.6 1.2 1.3 0.9 1.0 1.4 1.4 0.8 1.1 1.6 0.9 1.1 1.2 1.0 1.2
Don't know/No answer 1611215 74 [ 11012611100 128(241}) 90 | 129|242 87 1131|249 ]| 84
100.01100.0| 100.0{ 100.0/100.0{ 100.0{ 10C.C | 100.0] 100.0[100.01100.0| 1¢0.0| 100.c| 100.0]| 100.0

Total




Table A2-34
First-Class Mail Sent by Households to Nonhouseholds
Postal Fiscal Years 1987, 2000 and 2001

Business Transactions -- In Response to Advertising:
Totol Response to Adverising I 3.55 I 1.8 I 1.3 I 0.61 I 0.34 I 0.28
Business Transactions -- Not in Response to Advertising:
Transaction to phone/utility company 2.03 2.6 2.7 0.35 0.50 0.36
Transaction Yo credit card company 1.45 2.4 3.1 0.25 0.44 0.43
All other business mail 5.09 7.7 11.0 0.90 1.58 1.65
Total Business Not In Response to Advertising 8.57 2.1 16.8 1.50 2.54 2.44
Don't know / No answer 0.08 0.6 2.2 G.01 0.05 0.31
Total Mail Sent by Households to Nonhouseholds 12.2 151 20.3 2.10 2.93 3.03

Note: All Other Business Mail includes Social/Charitable/Political and Nonprofit



Table A2-35
First-Class Mail Originating in Households and Nonhouseholds
Postal Fiscal Years 1987, 2000 and 2001

Household-to-household 8.1 7.0 7.3 1.6 1.4 1.4
Household-1c-nonhousehold 12.2 14,9 14.5 2.1 2.9 2.7
Nonhousehold-to-household 40.6 48.5 50.3 7.0 8.6 9.5
Unknown outgoing 1.9 0.3 1.6 0.3 0.1 0.3
Unknown incoming 0.6 0.8 1.0 0.1 0.6 0.2

Subtotal 64 .4 71.5 ;4.7 11.1 13.5 141
Nonhoysehold-to-nonhousehold 35.6 28.5 25.3 N/A N/A N/A

Tolal 100.0 100.0 100.0 N/A N/A N/A
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Table A2-37
First-Class Mail Media by Which Mail Order Purchases Made in the
Past Month Were Ordered
(Percentage of Orders)
Postal Fiscal Years 1987, 2000 and 2001

Phone 31.0 52.0 55.9

Mail 67.2 39.3 32.1

Other 1.7 8.6 12.0
Total 100.0 100.0 100.0




Table A2-38
First-Class Mail -- Method of Payment
(From Entry Interview)
Postal Fiscal Years 1987, 2000 and 2001

By mail

In person N/A 37.1 32.7
By cutomatic deduction 21.8 33.0 349
By personal computer N/A 4.4 8.1

By telephone 0.8 5.8 8.6
By ATM N/A 2.5 2.5

Total payments per household per month

* Due to the way questions were worded in the 1987 version of the Entry inferview,
information regarding percentages is unavailable from the data.

** Percentages total exceed 100% due to households using more than one method of bill payment.



Table A2-39
First-Class Mail -- Personal Letters and Cards (not greeting cards) Sent by
Households in an Average Month -- by Age of Head of Household
Postal Fiscal Years 1987, 2000 and 2001

18 - 21 6.6 6.2 6.5 24 0.6 1.7
21 -24 3.5 4.6 5.0 2.2 0.7 1.0
25 - 34 4.2 48 5.0 2.8 C.8 0.8
35 - 44 4.3 4.9 5.1 2.6 1.1 0.7
45 -54 50 5.0 5.1 3.0 1.5 1.2
55 - 64 5.4 53 5.2 3.7 1.6 1.3
65 - 69 5.1 5.4 58 2.8 1.8 2.0
70+ 6.0 6.1 6.0 3.5 1.7 2.1

@ Includes thank you notes.



Table A2-40
First-Class Mail -- Holiday/Season's Greeting Cards Sent by
Households -- by Education of Head of Household
(From Entry Interview)
Postal Fiscal Years 1987, 2000 and 2001

< 8th grode 257 19.7 22.9
Some high school 29.1 21.0 21.6
High school 34.9 25.7 26.9
Some college 37.4 271 27.2
Professional or technical scheool 39.1 26.3 27.5
College 47.4 28.7 30.1
Post graduate 56.5 30.7 31.6




Table A2-41
First-Class Mail -- Personal Letters and Cards (not greeting cards) Sent by
Households in an Average Month -- by Education of Head of Household
Postal Fiscal Years 1987, 2000 and 2001

< 8th grade 38 43 4.9 1.2 0.8

1.2
Some high school 4.4 4.9 5.6 2.2 0.7 1.3
High school 4.2 5.1 50 2.2 1.0 1.1
Some college 5.1 5.2 54 2.4 1.1 1.3
Professional or technical school 5.4 4.6 4.9 2.3 1.0 1.6
College 55 5.4 5.3 5.1 1.5 1.3
Post graduate 6.4 5.8 6.0 59 2.5 1.6

@ includes thank you notes.
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Table A2-42
Personal Letters and Cards (not greeting cards) Sent by
Households in an Average Month -- by Income
Postal Fiscal Years 1987, 2000 and 2001

< $7K 3.9 4.0 4.6 1.7 0.6 1.8
7K - $9.9K 5.2 15 5.6 37 0.5 0.7
$TOK . $14.9K 50 53 | 53 27 T 1 4
$15K . $19.5K 50 18 58 25 T T2
$20K - $24.9K 42 58 19 2.4 70 T
25K . $29.9K 51 55
S30K - $34.9K 6 5.1 5.0 K] 1.2 0.9
35K - $49.9K 25 T2 T3 37 73 o
$50K - $64.9K 58 55 57 38 TS o
$65K - $79.9K 59 58 5.3 3.8 1.7 1.2
$BOK - $99.9K =8 53 54 36 i T
STO0K %) 5.6 % 20 74 !
Totgl 4.8 5.2 5.2 3.7 1.3 1.3

@ Includes thank you notes,
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Table A2-43
First-Class Mail -- Holiday/Season's Greeting Cards Sent by
Households -- by Age of Head of Household
Postal Fiscal Years 1987, 2000 and 2001

]8-2] » : ]7. ]7'] i} 8'5

22 .24 19.7 158 17.6
25 -34 31.9 221 24.3
35 - 44 35.2 25.7 27.5
45 .54 42.0 26.6 27.6
55 . 44 454 29.0 29.4
45 - 49 459 32.2 31.3
70+ 449 32.9 32.9
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Table A2-44

First-Class Mail -« Holiday/Season's Greeting Cards Sent by

Households -- by Income
(From Entry Interview)

Postal Fiscal Years 1987, 2000 and 2001

< 7K 20.6 18.5 17.4
$7K - $9.9K 26.7 17.5 217
$10K - $14.9K 31.6 22.4 21.6
$15K - $19.9K 32.4 23.6 22.5
$20K - $24.9K 32.5 24.9 23.3
$25K - $29.9K 37.7 043 259
$30K - $34.9K 38.9

$35K - $49.9K 44.6 26.4 27.3
$50K - $64.9K 50.7 29.0 29.3
$65K - $79.9K 31.8 32.0
$80K - $99.9K 61.4 33.6 32.9
$ 100K or More 33.8 34.7
Total 38.1 26.7 27.3




Table A2-45

First-Class Mail -- Timing of Bill Payment
Postal Fiscal Years 1987, 2000 and 2001

eI
Coken

17.6

Within a day or two of arrival 14,5 15.4
Weekly 6.5 8.7 8.2
Every two weeks 15.4 15.0 16.4
Once a month 34.4 31.2 27.3
As they become due 26.0 26.0 26.5
Some other time 0.6 3.0 2.8
Don't know/Don't answer 0.4 0.8 1.2
Total 100.0 100.0 100.0
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Table A2-46
First-Class Mail -- Timing of Bill Payment -- by Age of

Head of Household
(Percentage of Households)
Postal Fiscal Years 1987, 2000 and 2001

Within a day or two of arrival 14.0 11.7 1123 7.6 10.4 12,9
Weekly 2.3 . 10.7 ] 10.3 | 7.5 12.6 9.7
Every two weeks 18.1 105 13.0 53 ]Oé 129 205 1941 21.5] 20 209 | 214
Once o month 43.2 1381|314 288127.8[302] 278 }275]|235| 367 [ 28.1 249
As they become due 200 | 24.7 1274 325322322 322 | 2811278 268 [ 246 | 269
Some other fime 0.0 3.2 1.8 0.2 2.1 1.7 1 0.5 2.2 3.7 0.7 3.0 3.1
Don't know/Don't answer 0.4 1.2 | 0.9 0.3 1.6 { 0.0 ] 08 0.4 | 0.9 0.5 0.4 1.1
Total 100.0 1100.0]1100.01 100.0]100.01100.01 100.0]100.01100.01 100.0| 100.0 | 100.0
Within o day or two of arrival 10,2 1 11.5 2171246 ] 345 | 275 | 33.6
Weekly 8.6 [ 9.1 3.6 | 5.0 4.3 3.5 4.8
Every two weeks 228 | 18,5 . 8.1 9.8 2.2 6.5 5.3
Once a month 34.0 | 31.6] 261 35.4 34.6 29.7 44 113771341 ] 373 | 33.6 | 29.3
As they become due 22.3 1248|259 | 250 | 2541279 186 §1 247 1226 21.4 | 260 [ 247
Some other time 1.3 4.0 ) 2.8 0.8 2.6 | 3.3 0.0 4.0 2.2 0.2 2.3 1.7
Don't know/Dan't answer 0.0 0.5 1.8 0.3 0.6 1.2 0.1 0.2 1.7 0.1 0.5 0.6
Total 100.0 1100.0]1100.01 100.0[ 100.01100.0] 100.01100.0]100.0f 100.0{ 100.0 | 100.0
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Table A2-47
Timing of Bill Payment by Education of Head of Househeold
(Percentage of Households)
Postal Fiscal Years 1987, 2000 and 2001
Within a day or two of arrival 1611189 147 | 155 | 17.7
Weekly 9.5 | 8.2 55 8.2 8.8
Every two weeks 1321143 ] 191 16.8 18.1
Once a month 3251297 332 | 302 | 238
As they become due 2551254 | 267 ) 261 27.0
Some other time 28 251 06 2.9 3.3
Don't know/Don't answer 05 | 1.2 0.3 0.3 1.2
Total 100.011060.0( 100.0 100.0 | 100.0

E
5
&

Within a day or two of arrival 157 11701167 122 | 150 145 [ 149|169
Weekly 8% | 81183183 102 89| 74 | 86 { 89
Every two weeks 140 1 1421152 271 | 180|203 16.4 { 185 ] 20.1
Once a month 353 124.0]| 273|292 |260(227|31.0|28.3] 228
As they become due 256 | 346 27.3| 283 | 265|281 293 | 26.1| 275
Some other fime 0.5 1.6 1 3.0 0.5 34 | 34 0.7 3.3 2.5
Don't know/Don't answer 00 [ 04 23| 03 [ 08 | 10 0.5 0.3 1.2
Total 100.0 [100.0] 100.G| 100.0]100.0{100.0| 100.0100.0/100.0




Table A2-48
First-Class Mail -- Timing of Bill Payment -- by Household Income
(Percent of Households)
Postal Fiscal Years 1987, 2000 and 2001

e et sl T R e i 987 1°H0D0.
Wl’rhsn a day or two of orrlvcl 17.8 15,
Weekly 2.7
Every two weeks 6.0 .
Once a month 54.8 51.5
As they become due 17.0 23.2
Some other fime 0.4
Don't know/Don't answer 0.3 }
Total 100.0 100.0
Within a day or two of arrival 13.6 18.6
Weekly 57 .
Every two weeks 13.1 10.3
Once a month 31.3 35.4
As they become due 35.0 23.4
Some other time 1.2 .
Don't know/Don't answer 0.1 0.2
Tolal 100.0 100.0
Within a day or two of arrival 12.6 14.1 . 13.5 . .
Weekly 12.9 11.9 10.8 3.3 11.6 13.6
Every two weeks 19.6 201 26.0 18.9 22.9 23.6
QOnce a month 26.1 24.7 16.9 32.6 24.0 15.4
As they become due 28.2 24.5 27.0 29.9 24.3 29.2
Some other time 0.4 3.8 2.4 1.9 3.5 3.1
Don't know/Don't answer 0.1 0.8 . . 1.1 0.0 0.8 0.5
Total 100.0 100.0 | 100.0 100 0] 100.0 100 0 100 0 100 0] 100.0 100.0 100.0 100.0

Note: 2000 and 2001 Estimates for Income Levels $25K-$29.9K ore identical 1o these in $330K-334.9¥ since categories used to collect data anly included $25K-%.
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Table A2-49
First-Class Mail -- Use of Automatic Deductions
{Percent of Households)
Postal Fiscal Years 1987, 2000 and 2001

78.
] i3.1 12.8 14.2
2 4.4 81 8.4
3 1.6 4.0 3.9
>3 1.3 6.3 5.9
Don't know/No answer 0.5 0.3 0.6
Total 100.0 100.0 100.0




Table A2-50
First-Class Mail -- Use of Automatic Deductions -- by Income

(Percentage of Households)
Postal Fiscal Years 1987, 2000 and 2001

"How many payments each month are automatically deducted on a prearranged

accountse”
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@ NOTE: 1987 figures reflect the response to

basis from savings or checking
Note: 2000/2001 Estimates for Income Levels $25K-$29.9K ore identical to those in $30K-$34.9K since categories used to collect data only included $25K-$34.9X,



Table A2.51
First-Class Mail -- Use of Automatic Deductions -- by Age
(Percentage of Househoids)
Postal Fiscal Years 1987, 2000 and 2001

] 7.7 |106] 86| 51 | 1121198 1551155185 160 | 15.3 15.1
2 2. 69 | 3.6 1.2 70172) 58 8.4 | 2.0 5.4 8.9 Q.7
3 00 | 29| 23 { 02 1.6 1 1.0] 15 3.7 | 3.0 1.9 4.1 3.6
4 + 0.5 37| v4 ] 02 1.8 | 0.7 1.1 4.1 4.4 1.4 6.2 5.2
Don't know/No answer 0.4 001 00 1.3 0010071 08 0.4 1 0.0 1.8 0.3 0.0
Total 100.0 1100.0]1 100,01 100.01100.0[100.0] 100.01100.01100.0] 100.0] 100.0 [ 100.0
Mean 0.2 06 | 04 0.1 0.4 0.3 0.4 Q0.7 0.4 0.4 0.9 0.5
3 : A5 50T g F 1
ST s Mt 41987312000 201 14:1987::2000:13001: 987320004 20001
0 70.9 1 65.1 8t.6 { 70.5 | 67.2 | 88.1 69.6 | 71.3
1 18.5113.8 107 99 | 126 57 9.4 8.0
2 4,1 9.0 9.2 51 7.4 7.8 2.7 8.8 6.8 2.7 7.4 7.6
3 2.8 49 481 08 1 41 [ 32 20| 271 53 1.6 4.8 4.5
4 + 1.0 7.0 5.8 1.6 7.2 5.9 2.1 7.9 8.1 1.1 8.4 8.5
Don't know/No answer 2.7 03] 00 1.4 03 | 00| 09 0.2 | 0.0 0.8 0.4 0.0
Total 100.0 | 100.0[ 100.0] 100.0{100.0{100.0} 100.0|100.¢]100.0] 100.0| 100.0 | 100.0
Mean 0.4 09| 05 03 1 08| C5] 04 0.8 | 0.6 0.2 0.9 0.7

@© NOTE: 1987 figures reflect the response to "How many payments each menth are automatically deducted on «
prearranged basis from savings or checking accounts?’
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Table A3-1
Standard Mail {A) Content of Mdilpiece
(Percentage of Standard Mail (A) Received by Households)
Postal Fiscal Years 1987, 20006 and 2001

Advertisement ’ 80.9 | .8 84.4
Fund request 1.2 1.0 1.5
Newsletter/information/other 10.9 6.9 11.4
Don't know/No answer 7.0 1.3 2.7
Total 100.0 100.0 100.0

L
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Table A3-3
Standard Mail (A) Addressee
(Percentage of Total Standard Mail (A) including Nonprofit Mail)
Postal Fiscal Years 1987, 2000 and 2001

Addressed to specific person 501 55.8 54.7 5.29 9.20 9.79

Addressed to occupant 22.7 10.5 13.3 2.39 1.73 2.05

Don't know/No answer 0.9 7.2 1.1 0.1 1.19 0.21
Total Pieces Received by Household 73.7 73.5 69.1 7.78 12.12 12.05




Table A3-4
Standard Mail (A) Addressee by Industry
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Financial:
Credit card 97119581965 201 251 1.9 1100.0{100.0]1100.0
Bank 89819241908 87 1§ 621 8.1 [100.0{100.0J100.0
Securities broker 968195619731 292 | 36| 2.3 |100.0]100.0§100.0
Money Market @ 9371932197148 00 | 34| 2.9 [100.0]100.0]/100.0
Insurance Company 93219321929 55 | 52 ] 6.0 1100.01100.0]100.0
Real Estate/Mortgage 72818171809 267117921183 1100.01100.0]100.0
Total Financial 92119201939 681 651 4.8 {100.0{100.0)100.0
Merchants:
Supermarkets 1111222127261 87.7772] 70.6]100.01100.0{100.0
Department store 6831 7627581309226 23.6]100.0[100.01100.0
Mail order company 95819741967 33 1.9} 2.3 1100.0]100.0]1100.0
Specialty store 564172817461 43012601 24.3 1100.01100.01100.0
Publisher 720]1 89518862581 74| 2.8 |100.0]1100.0[100.0
Land promotion company @ 920184618571 80 1142]14.31100.0}100.0{100.0
Restaurant 2131197 12251776803 77.31100.01100.0]100.0
Consumer packaged goods 861180819231 1351192 7.2 [100.0]100.0§100.0
Auto dealers 88.717811892)] 846 [21.9]110.8 |100.01100.0}100.0
Service stations @ 56415721 654] 43614281 34.6 11000[100.01100.0
Mall @ 19.31100.01100.0] 80.7{ 0.0 | 0.0 |100.0]100.0;100.0
Other merchanis 1941 686] 783183313141 20.7 |100.0]100.0]100.0
Total Merchants 721738842} 267|249 14.7 |100.01100.0]100.0
Services:
Telephone 9461 84.01 877 47 | 1421 11.3]1100.0{100.04100.0
Other Utilities @ 904193618992 2.4 1151§ 2.8 |100.0]100.0}100.0
Medical 7721827 ]|1856] 2271168} 14.2 |]100.0]100.0§100.0
Other professional ® 21.0]1 8858861 6.5 | 10.6] 104 |100.0]100.04100.0
Leisure service 85291719181 145 73 | 7.2 |100.0]100.0]100.0
Cable TV 801 ]158.7]15501199]41.0] 43.92 1100.0]100.0]100.0
Computer 28318571 91.4F 1.1 1138 7.8 ]100.01100.0]100.0
Croftsman © 41937047961 57.21296] 204 }100.0}100.0]100.0
Total Services 81.5[83.6|81.0] 1751170} 18.2 |100.0]100.0§100.0
Nonfederal Government 733|746 66.0] 263|253 32.6 |100.0]100.0§100.0
Soctal/Charitable/Political/Nonprofit:
Union or Professional Organization ® 896 |95.1186301104] 2.6 ]13.4]100.0]100.0]100.0
Chyrch @ 79418961852 1521 82 {14.0]100.0{100.01100.0
Educational 87918781896 11.4111.0] 2.2 |100.01100.0{100.0
Charities @ 981195917071 1.9 | 1.7 | 27.4 1100.0]100.0{100.0
Political Campaign 8731921819053 121 ] 77 | 85 ]1100.0{100.0]100.0
AARP @ 100.01 9621 90.4] 0.0 | 38 6.2 |]100.01100.0]100.0
Total Social/Charitable/Political /Nonprofit 88.31920]1865] 1071 6.2 112.3]1100.01100.0]100.0

@ Fluctuations may be due to small sample size.




rnwnﬁﬂ\! ru-uil [ [ZRERRE? Y ] G PR, s . oy PEO B om
<. . . € . . o T ot . . .

Table A3-5
Standard Mail (A} by Shape
Postal Fiscal Years 1987, 2000 and 2001

Letter Size Envelope 173 | 190 | 205 | 183 | 313 | 3.60
Larger Envelope 12.0 10.5 11.3 1.26 1.74 1.85

Total Envelope 29.3 29.5 31.8 3.09 4,87 5.45
Detached Label Card 58 1.7 3.3 0.61 0,28 046
Pastcord i.8 472 6.0 0.20 0.69 0.93
Catalog {not in envelope) 14.2 12.7 17.2 1.50 2.09 245
Flyers/Circulars 20.1 12.1 16.7 212 1.99 2.65
Magazines/Newsletters 1.7 4.7 4.7 0.18 0.77 0.81
Other/Don't Know/No answer 1.0 7.5 2.6 0.10 1.24 0.41

Total Pieces Received by Households 73.8 73.5 B2.2 7.78 12.12 13.16

Note: Percentage Estimates will not motch Table 3.8 since the base here represents the RPW total for Standard Mail ().



Table A3-6a
Standard Mail (A) Industry by Shape
(Percentage of Pieces Received by Households)
Postal Fiscal Years 1987, 2000 and 2001

A

inancial:
Credit card 59.5167.7;7201283122.61205104 122126 31]1.3F0.7
Bank 65.01598{622|146]14.1|131| 341688911803 1.3
Securities broker 56312571259118.7132.9]400] 05118 [22]152]60] 3.8
Money Market @ 661127513121 833632961 07104} 77]|85]173]48
lnsurance Company 66.8155.6|55.3119.2]2314229] 0721140 14]13108
Real Estate/Morgage 32114081403 731 7.2 5310725013041 3212 1.0
Total Financial 60.1]1565]59.7]119.4122.2]209] 20145561 26F1.8]1.2
Merchants:
Supermorkets 40151152127 160357]107133}1721521100] 4.7
Department store 8816888136149 152133]121{13.71408]35.7|29.4
Mail order company 208 80| 69 220[126]11.6] 08} 1.2 1.4 1485}165.6]66.8
Specialty store 1051931 78165551 42]51]101]123(268[34.2[31.8
Publisher 26.5]1353]136.1|34.1128.4|265) 1212213144 671 6.1
Land promotion @ 781142112931 44 11771169 1.3 12062231 342752
Restaurant 451721661 1.6129]1251218]133.6]415] 211061 0.6
Consumer packaged goods 351 [2021186116.1119911701 221140140 56 11.6}31.5
Auto dealers 28.11243122.4113.6118 7116116593115 711281 2.8
Service stations @ 1142118111671 00 7.7 1665921252411 001 00| 00
Mall @ 0.7100]100100)J00]00]09{405]500[216} 00] 0.0
Total Merchanis 1800113411231 16.3§13 1111312554 | 6.7 128.11402139.7
Services:
Telephone 28.9[454140.6]42.91202]238] 521981105162 {1.1] 1.2
Other Utilities @ 33.1{38.11369| 251631141 22{924199]|s60)105] 35
Medical 27.1120.6{23.8] 8.1 |14.2]|14.41 69 |11.4{128} 26 ] 53] 8.1
Other professional @ 48.6138.4130611401 68 §1201 181721110119} 57170
Leisure service 415128.6]129.41159115.71139]1 42} 95 |124] 41 ]98] 9.7
Cable TV 154)15.6]17.511441 701 60]78}27.1]257]206] 30| 2.5
Computer 30.7120.9]18.5]27.6119.4]105] 001 9.6 |13.2]16.2]19.0] 0.2
Craftsman @ 13.211463140] 292 |129]122) 592 |259]1340] 00| 00| 0.0
Total Services 32.81299128.7117.5]15.0]14.1160]11.9115.6] 6.1 ]| 6.4 ] 6.9
Government:
Nonfederal Government [17.5120.7]17.4] 91 J10.7F 72T 40 4.4 [10.6]100] 4.6 ] 0.3
Social/Charitable/Political/Nonprofit:
Union/professional @ 38.3136.1125.1}117.7}18.0]15.3| 22i2.41115| 34| 48] 3.8
Chuyrch @ 36.3140.61225]|10.1| 992 | 21135 6411274316 5.6
Educational 40.0128.5831.5]114.2]1102| 81130 ) 6748217187172
Political Campaign_ 33.1|131.0}16.9]1 2.7 |12 25184 [|128] 75}04]06]1.0
AARP @ 209 N/A|34.2]57 2] N/JAR154| 00 I N/A] 26 81 IN/A 0.4
Total Social/Charitable/Political/ {57 o[ 43 426 8] 12.4]16.8] 9.4 | 45| 5.9 [101] 33 [ 33] 35
Nonprofit
Total 23.51259126.6116.2114341391 251 57 1 8.1 1192117.3122.9

@ Fluctuaiions may be due to small sample size.



Table A3-6b
Standoard Mail (A} Industry by Shape

(Percentage of Pieces Received by Households)
Postal Fiscal Years 1987, 2000 and 2001

ancial

F i

Credit card 8.1]139] 32 02102]06}11.0}108]1100]100]100
Bank 14.3114.3]112.5 181 13107419]1081100}1100]100
Securities broker 16.6{11.6]12.5 81]106] 1.0 ]12215143100]100] 100
Money Market © 14611224111 9011131181371 431100] 100} 100
Insurance Company 10.2]111.31109 49147]105]08]14]100]100]100
Real Estate/Morgage 44.9120.2]121.2 141151051 15103]1001100] 100
Total Financial 14.7] 9.6 | 8.6 281261 081121141100} 100]100
Merchants:
Supermarkels 85.7162.0]1 636 1211 80107106137 ]1100]100] 100
Department store 42.5]132.8)136.5 4113910609127 ]1100]100]100
Mail order company 701514159 2212510810921 49)1100¢100] 100
Specialty store 49.8{32.8{382 4613007111 126]100]1C01 100
Publisher 2041 89| 8.6 1421163121 1.71331100]1100] 100
Land promotion @ 12.7111.2]125.1 141061001 1.7107[100F100] 100
Restaurant 70.0140.9147.9 091081001 00}1001100}100] 100
Consumer packaged goods 38.0131.6137.1 401381 1210913011001 1001} 100
Auto dealers 42.7137.8144.2 281 27102101104 1000 100( 100
Service stations @ 79.9144.2151.8 021021 00]0010071100]100] 100
Mall ® 75.9142.7150.0 QO] 00[ 00100100 ]1001100]100
Total Merchants 31.3118.0121.1 56153{09 11113611001 1001 100
Services:
Telephone 14.3]118.9]22.4 171051131181 1.01100]100] 100
Other Utilities @ ?29.3125.8128.7 6117111471 2412611001100 100
Medical 50.5[29.4]126.4 1651271051071 1.8]1100]100] 100
Other professional ® 31.5{29.9§29.7 21183}100{1.1]11.511001100] 7100
Leisure service 33.1126.4126.8 531481041 1.1130110011001 100
Cable TV 36.0139.2141.9 641481 192]10711.7]100}]1004%100
Computer 24.9120.5]|25.7 3457100 5712711001100} 100
Craftsran © 70.4]134.0]39.8 oologlooloolooioofio0t 100
Total Services 34.3]126.9]128.2 641471131 1611911001001 100
Government:
Nonfederal Government 55.8145.6137.2 12212171131 1712211001 1001 100
Social/Charitable/Polifical/Nonprofit:
Union/professional ® 35.6]117.9124.3 19011201 001 1.0]1.0]100]100} 100
Church ® 38.5125.1115.8 13.8129921 0311614411001 1001100
Educational 33.7]128.1]130.9 13.8111.6] 061 1.0 2511001100 100
Political Campaign 54.0]36.2] 69.0 58128]02]07]104 110011001100
AARP © 6.7 12491292 10711011 008 0210510011001 100
L otal Social/Chariable/Foliicall 39 5[ 18.9| 38.4 9.1 [10.4] 04|13 1.6]100]100] 100
onprofit
Total 27.2116.4120.7 6415111311021 27 1100} 1004100

® Fluctuations may be duve to small sample size.




Standard Mail (A) Shape by industry

Table A3-7a

{Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Financial

Credit card 7511401271 51 188|147 05] 281 3.3
Bank 691 561 9221231251371 341 29] 43
Securities broker 27 1131 21 1313216341021 041 0.6
Money Market 04103104 {01]1 08107100} 001} 03
Insurance Company 1081 7319531471571 751 10F1.3]23
Redl Estate/Morgage 14112112105 04105 44] 34] 4.6
Chher Financial 06 1 07 ] 041033104]1]04]100]105]02
Total Financial 30.313058505(114.31225133.9] 85 |11.4]155
Merchants:
Supermarkets 05103]04105}106]09]109]108B11.9
Department store 56 120134 ) 3312713911971 166]17.6
Mail order company 144] 50| 56 |221]148}180} 521 341 3.8
Specialty sfore 41 19Y251 371 21 26 119.0] 2.7 $13.1
Publisher 1551 98 111.2]12892]1481158]1 64| 28] 3.1
Land promotion company 191031 02102102102103106]1006
Restaurant 0.1 02102101101 ]101]6.1 431 30
Consumer packaged goods 24 1171151161 351271141 36125
Auto dealers 071041 04105071051 141092106
Service stations 011021023000 02101]103]12108
Matl 0O1 0010010000100 0.1 0.0 1 0.0
Other merchants 271061051 221111081191 2111.5
Total Merchants 48.0123.0126.1]163.1140.9]145.6|62.7]46.1148.6
Services:
Telephone 10281411211 231461171281 35
Other Utilities 03106108101 105105102]07]107
Medical 1.3 121141051161 16}125]132] 24
Other professional 081081 081031031061 03]10711.0
Leisure service 291261451161 27]140)27]140] 62
Cable TV 061 041 081 08|103}105]122] 30136
Computer 03§j10109%91}1 04 1.71 10100} 20| 2.1
Craftsman 0.1 0.01 001 0.1 0.0] 00]1 04100} 02
Other services 23] 29} 27 141 22122]154] 6.1 6.6
Total Services 94 112211591 7.3 11151150} 16.1}225]26.3
Nonfederal Government 071 08]07]106108]06] 116108115
Social/Charitable/Political/Nonprofit:
Union/professional 0D6] 129105104 ] 181061031 06]0.8
Church 63145103101 123102103]33105
Educational 1245116306132 108108149]) 1.4
Political 161221101021 161031371421 15
AARP 011001 03]05]100]103]100]0010203
Other Social/Charitable/Political/Nonprofit 1.1 341051061341 06]05]138] 04
Total Social/Charitable/Political/Nonprofit 49 | 1651 42 | 24 1120 2.7 1 56 {168] 4.8
Not from one organization 4313513711021 86 %4129 7513562
Don't know/No answer 241 16| ¥ 141151071161 181]08
Total 100.0§100.0(100.01100.01100.08100.01100.01100.01100.0
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Table A3-7b
Standard Mail (A) Shape by Industry
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Financial:
Credit card 0.5 0.4 0.3 0.9 1.3 1.5 0.0 0.2 0.4
Bank 0.2 0.1 0.2 1.3 2.1 2.4 0.1 0.8 1.0
Securities broker 03 ] 051 04141 07 1.0 1 1.3 0.8 20 | 4.6
Money Market 0.1 0.1 0.1 0.1 0.2 0.2 0.0 0.5 0.8
Insurance Company 0.3 0.3 0.2 1.4 2.4 2.4 0.8 3.1 43
Real Estate/Mortgage 0.2 0.1 0.1 1.7 1.0 1.3 0.6 0.2 0.4
Cther Financial 0.0 0.1 0.0 0.3 0.3 0.3 0.2 0.3 0.4
Total Financial 1.6 1.4 1.2 6.4 8.2 Q4 2.5 72 1118
Merchants:
Supermarkets 0.9 0.8 0.6 | 10.0] 5.4 6.4 1.1 3.2 3.3
Department store 31.9 115311341 23411541183 2. 59 8.0
Mail order company 41.0 1 5951 628} 472 5.1 6.1 1.4 8.6 10.6
Specialty store 12911021112 ]1170] 1071158 1.4 4.5 5.1
Publisher 3.7 2.7 22 {10.3] 3.9 34 { 71.92 { 192.0¢ 26.7
Land promotion company 0.1 0.0 0.1 0.3 0.1 0.2 0.0 0.0 0.0
Restaurant 0.1 0.0 0.0 1.8 0.9 1.4 0.0 0.1 0.1
Consumer packaged goods 0.5 0.9 1.} 2.2 2.7 3.9 1.3 1.2 1.6
Auto dealers 0.2 0.0 0.1 0.9 0.7 1.0 0.4 0.2 0.2
Service stations 0.0 0.0 0.0 0.4 0.5 0.7 0.0 0.0 0.1
Mall 0.2 0.0 0.0 0.4 0.0 0.0 0.1 0.0 0.0
Other merchanis 0.9 0.4 0.5 1.4 0.9 1.4 0.0 0.8 1.1
Total Merchants 919 890.7 ) 927|723} 4641586179271 43.6 | 56.9
Services:
Telephone 0.3 0.1 0.1 0.4 1.8 2.9 0.4 0.5 0.3
Other Utilities 0.1 0.0 0.1 0.2 0.6 0.8 0.4 0.5 0.8
Medical 0.1 0.5 0.5 1.7 2.8 2.0 1.7 4.8 3.9
Other professional 0.0 0.2 0.2 Q0.5 1.0 1.0 0.4 0.9 1.2
Leisure service 0.3 1.3 1.7 2.0 3.8 52 0.6 2.3 3.9
Cable TV 1.0 0.1 0.1 1.2 1.5 2.3 1.6 0.7 1.1
Computer : 0.2 1.3 1.4 0.2 1.5 1.6 0.1 0.8 1.5
Craftsman 0.0 0.0 0.0 0.5 0.0 0.1 0.0 0.0 0.0
Other services 0.2 0.4 0.3 1.8 4.4 3.2 0.8 2.0 1.1
Total Services 2.2 3.7 | 4.5 BS5 11734190} 60 | 1251 13.6
Nonfederal Government 05103102201 291201 10| 241 49
Social/Charitable/Political /Nonprofit:
Union/professional 0.1 0.4 0.1 0.4 1.5 0.6 0.4 4.8 2.1
Church 0.0 0.3 0.1 0.3 4.4 0.2 0.7 7.4 1.8
Educational 0.3 2.0 0.4 0.9 7.1 2.0 0.4 10.6 | 3.1
Political 0.0 0.1 0.1 2.2 4.0 5.4 0.6 2.0 0.9
AARP 01 00 3 00 0.0 0.0 0.3 0.4 0.0 0.5
Other Social/Charitable/ 00 |os5|o01|o07|50]06fo08]| 45|16
Political/Nonprofit
Total 0.5 3.2 0.7 4.5 4.4 92 3.3 | 291 9.9
Not from one organization 1.9 2.0 1.8 4.9 6.3 8.4 60 | 1431195
Don't know/No answer 1.4 1.8 0.5 1.4 1.2 0.6 1.5 1.8 0.8
Total 100.0]100.01100.0]100.01 100.03100.0}1300.0] 100.0] 100.0




Table A3-8
Standard Mail (A) Shape by Addressee
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Letter size envelope 89.5 91.6 91.8 8.6 5.2 6.4 1.9 3.2 1.8 100.0 100.0 100.0
Larger envelope 87.2 92.2 89.7 111 59 8.9 1.7 1.9 1.4 100.0 100.0 100.0
Detached label card 55 13.6 7.0 94.4 85.7 92.9 0.1 0.7 0.2 100.0 100.0 100.0
Postcard 65.4 63.9 63.9 34.4 354 35.4 0.2 0.7 0.8 100.0 100.0 100.0
Catolog 84.0 94.3 93.3 15.6 7.5 57 0.4 1.3 1.0 100.0 | 100.0 100.0
Flyers 47.8 17.1 65.5 51.5 28.1 335 0.7 0.9 1.0 100.0 100.0 100.0
Newspapers 37.6 70.0 66.3 58.5 26.6 32.6 3.9 3.3 1.2 100.0 | 100.0 100.0




Table A3-9
Standard Mail (A) ZIP Code Usage by Shape
(Percentage of Mail Received by Households)
Postal Fiscal Years 1987, 2000 and 2001

5-digits .

Zip+4 2.3 30.3 ] 87.5 2.6 .

ZIP not included 0.2 3.6 0.4 0.5 16.0 2.3
Don't know/No answer 2.0 7.9 1.9 1.9 1.6 1.0
Total Mail Received by Households 100.0 1 100.0] 100.0] 160.0 100.01 100.0

15-digits 46.2 5.1 868 | 275 | 205 | 806 | 29.9 | 186 | 925 | 37.3 | 153
Zip+4 1.7 4.1 2.0 3.9 73.7 1.3 4.2 70.0 2.2 5.9 81.1
ZIP not included . 3.2 Q.5 9.7 12.3 5.1 12.1 17.2 9.9 3.5 9.6 2.1
Don't know/No answer 0.5 2.6 0.3 1.5 2.1 0.7 6.0 7.4 1.6 1.7 3.4 1.5
Total Mail Received by Households 100011000 1700.01 1000] 100.0] 100.0 | 100.0] 100.0] 16C.0 { 100.0] 100.0) 1CC.0

Rt
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Table A3-11
Receipt of First-Class and Total Standard Mail (A)
(Including Non-Profit Mail)
by Number of Mail Order Purchases Made in the Last Year
{Pieces Per Household Per Week)
Postal Fiscal Years 1987, 2000 and 2001

7.0 9.8 1.3 7.5 10.5 14.9

0

[ 8.7 12.5 11 2.5 10.8 11.5
2 8.2 11.6 1.7 9.5 10.9 12.0
3-5 9.5 10.8 12.1 10.8 11.6 13.2
6-10 11.3 13.3 13.3 13.8 12.7 15.7
11 + 12.3 14.8 14.5 15.2 12.4 18.8

--



Table A3-12
Standard Mail (A) by
Familiarity With Institution
(Percentage of Mail Pieces Received by Households)
Postal Fiscal Years 1987, 2000 and 2001

Previ

Organization known 17.4 20.1 19.9
Organization unknown 18.1 15.6 15.5
Don't know/No answer 17.1 11.0 9.9
Totol Received 100.0 100.0 100.0
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Table A3-14
Standard Mail (A) -- Shape by Familiarity With Organization
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

BT v R

brovious customer | 445 | 397 | 475 | 486 | 430 | 545 | 179 | 330 | 391 | 487 | 41 T 499

Organization known 19.8 18.3 23.1 18.8 17.3 19.7 16.4 20.9 253 17.6 17 .4 21.6
Organization unknown 23.9 15.0 19.5 19.8 13.9 17.0 30.0 20.7 27.5 20.9 15.2 20.2
More th

ore thon one company/ e | 270 | 99 128 | 258 8.7 357 | 254 8.1 128 | 26.3 8.4
Don't know/No answer

Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

Previous customer 631 | 475 | 619 | 494 | 444 | 559 | 244 | 506 | 624

Organization known 14.5 14.4 18.1 17.7 16.6 19.2 10.6 10.9 15.5
Organization unknown 13.0 11.0 12.0 13.5 11.4 13.8 6.3 6.4 9.4

h
More than one company/ 9.5 27.1 8.0 19.5 27.6 1.1 58.8 32.1 12.7

Don't know/INo answer

Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
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Table A3-15
Standard Mail (A) -- Mail Order Industry Shape
by Familiarity With Organization
(Percentage of Mail Pieces Received by Households)
Postal Fiscal Years 1987, 2000 and 2001

S ey

K i

Previous customer .
Organization known 17.1 23.1 141 15.4 14.2 14.9 18.8 19.7 19.0 15.5 24.5 15.9
Organization unknown 27.3 17.8 19.3 19.8 18.4 16.3 20.7 17.1 14.1 297 31.3 22.3
Don't know/No answer 9.0 8.9 10.1 11.9 6.9 9.6 7.5 9.7 2.1 2.8 15.7 22.8

Total 100.0 { 100.0 | 1000 100.0 | 100.0 [ 1000 | 100.0 [ 100.0 | 100.0 | 100.0 | ¥00.0 | 100.0




Table A3-16
Standard Mail (A) Receipt
by Number of Financial Accounts and Insurance Policies
Postal Fiscal Years 1987, 2000 and 2001

1987 2.7 49 8.0 11.0
2000 1.0 8.5 2.1 4.9
2001 10.4 8.1 74 14.8
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Table A3-17
Standard Mail (A) Receipt
by Number of Credit Card Accounts
Postal Fiscal Years 1987, 2000 and 2001

1987 40 6.4 9.3 12.5
2000 57 10.1 13.0 16.1
2001 8.3 9.6 12.4 14.9
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Table A3-18

Standard Mail {A) Treatment of Mail Piece by Familiarity With Organization

(Percentage of Mail Received by Household)
Postal Fiscal Years 1987, 2000 and 2001

LR

S

Reod 584 60.4 62.2 31.2 40.6 35.3 26.2 270 | 27.3 41.5 429 | 47.5
Looked at 233 11.2 14,7 382 | 218 241 352 | 216 21.9 | 264 14.7 17.0
Discarded 7.0 9.9 13.3 23.5 1 250 33.9 31.1 390 | 448 14.0 17.8 22
Set Aside 10.2 18.0 2.2 6.3 12.4 6.1 6.4 12.2 5.4 8.1 7.3 7.4
Don't know/No answer 1.1 0.5 0.5 0.8 02 0.7 1.2 0.2 0.7 10.0 17.4 6.1
Total Mail Received by Household 100.0 | 100.0 | 100.0 | 100.0 | 100.0 | 10C.0 | 100.c | 100.0 | 100.0 { 100.0 | 100.0 | 100.0

NOTE: The ‘read immediately’ percentages for 1999 include an additional code which was added to the questionaire in Fiscal

Year 1992. This accounts for the increase in percentage in this category over 1987.



Table A3-19
Standard Mail (A) Usefulness of Mail Pieces by Familiority With Organization
(Percentage of Mail Received by Households)
Postal Fiscal Years 1987, 2000 and 2001

Useful 625 | 631 | 615 | 2590 | 232 | 238 | 148 | 140 | 141 | 402 | 373 | 42.

Interesting 21.7 15.2 14,9 31.7 23.5 21.7 24.4 17.7 154 220 14.5 15.7
Not interesting 10.6 17.4 19.6 32.9 45.3 47 .4 46.7 57.2 58.8 21.3 26.0 30.8
Objectionable 2.2 3.2 3.2 6.7 7.1 6.4 10.7 10.0 10.8 4.6 4.5 5.0
Don't know/No answer 3.1 1.1 0.8 2.8 11 0.8 3.4 1.2 0.9 12.0 17.8 6.4
Total 1000 | 1000 | 100.0 | 100.0 | 100.0 } 100.0 | 100.0 | 100.0 [ 100.0 | 100.0 | 100.0 [ 100.0




Table A3-20
Standard Mail (A) Response to Advertising by Familiarity With Organization
(If Pleces Contained an Advertisement of Request for Donation and was from One Organization Only)
Postal Fiscal Years 1987, 2000 and 2001

Yes 21.6 18.7 17.0 57 3.9 3.7 4.6 3.2 2.6 14.1 9.9 10.9
No 47.7 47.1 499 78.6 76.1 79.6 83.0 80.4 83.9 59.6 48.6 59.8
Maybe 27 .4 27.2 291 121 12.0 11.9 2.0 9.4 B.9 19.5 16.3 20.4
Na answer 3.3 7.0 4.1 3.6 8.0 4.8 3.4 7.1 4.6 7.0 24.9 8.9
Total 1000 | 1000 | 100,01 100.0} 1000 | 100.0 | 100.0 | 100.0 | 100.0 1 100.0 | 100.0 | 10C.0
Pieces Per Household Per Week 3.0 4.1 55 1.5 1.6 2.0 1.2 1.3 1.6 6.1 7.7 2.1

@ includes pieces for which no response was given for familiarity with institution.



o T Ws [ [ZERAREP ot S B [ ARt Rt >3 L Ut PR
. { . . . .

Table A3-21
Standard Mail (A) Treatment by Usefulness
(Percentuge of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Read 68.0

Locked at 24 .4 17.6 19.8 36.5 305 258 21.5 44 4 48.7
Discarded 4.5 4.3 3.7 12.9 1.6 7.6 66.0 72.4 75.7
Set aside 58.2 66.9 65.4 254 17.9 19.9 8.4 9.1 ¢.8
Read 2.2 3.2 2.6 100.0 100.0 100.0

Looked at 5.2 5.8 5.2 100.0 100.0 100.0

Discarded 12.9 10.1 11.8 100.0 100.0 10G.0

Set aside 4.6 4.2 4.4 100.0 100.0 100.0




Table A3-22
Standard Mail (A) Usefulness by Treatment
{Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Read 70.2 77.7 77.7 38.0 50.1 . 18.8 16.7

Looked at 15.9 7.9 8.4 43.8 26.9 291 39.0 27 .4 26.8 30.1 . 17.5

Discarded 1.6 1.8 2.0 8.2 10.6 11.0 43.7 50.8 53.9 39.6 . 51.7

Set aside 11.7 12.7 11.6 9.4 10.0 9.4 3.2 2.7 2.3 8.2 : 6.3

Don't know/No answer 0.6 0.3 0.3 0.6 04 0.3 0.5 0.3 0.4 2.1 . 1.3
Total 106.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

NOTE: The "read immediately’ percentages for 1999 include an additional code which was odded to the questionaire in Fiscal

Year 1992. This accounts for the increase in percentage in this category over 1987.



r"-’-"i% P— o P sl [ ZTRANEEt) [ B ) TR . E— B ] R ] FE e s iy P O [t ]
b . T i ' . . . . . . R -t s

Table A3-23
Standard Mail {A) Treatment by Intended Response
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

R

Read by member of housshold | 27.1 | 20.6 | 19.0 | 42.6 | 461 | 47.5 | 268

Read by more than one member

N/A | 261 1253 ] N/A L 33.0 | 328 | N/A | 34.4 | 37.3 | N/A 6.6 47 N/A | 100.01100.0
of household ®

Looked at 4.9 3.1 27 | 7791799 | 81.9 | 14.1 95 [ 107 | 31 7.5 4.7 1100.01100.0(100.0
Discarded 0.9 0.9 07 | 925|896 924 | 24 1.4 1.7 4.3 8.2 5.3 {100.01100.0|00.0
Set aside 154 | 106 | 105 | 353 | 347 | 343 | 462 | 479 ] 51.2 ] 3.0 6.8 4.0 |100.0|100.0]100.0

© This code was not presented in household diaries prior to 1992.



Table A3-24
Standard Mail (A) Intended Response by Treatment
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

200177 &19:
Read by member of household 28.6 57.0
Read by more than one member of household @ N/A - 21.9 N/A 55 5.1 N/A
Looked at 2.8 ) 4.7 38.9 24.8 25.0 20.7
Discarded 0.9 . 1.6 237 34.0 36.7 1.8
Set aside %.0 : 7.1 5.1 5.0 4.1 19.7 20.4 18.5
Don't know/No answer 1.5 . 0.5 1.5 0.4 Q.5 0.9 0.6 0.2
Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

@ This code was not presented in household diaries prior to 1992.
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Table A3-25
Standard Mail (A) Usefulness by intended Response
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

]

st 30

Useful 294 26.1 237 33.8 31.6 32.3 33.7 36.4 39.5
Intergsting 6.2 3.8 4.1 72.6 71.7 76.2 17.9 17.3 16.4
Not interesting 1.3 1.6 1.2 92.2 87.8 91.0 3.0 31 2.9
Objectionable 3.7 2.7 1.6 83.6 79.2 82.4 ?.0 7.9 9.1

100.0

100.0

Useful 3.2 5.8

interasting 3.3 7.2 3.4 100.0 100.0 100.0
Not inferesting 35 7.5 5.0 100.0 100.0 100.0
Objectionable 3.8 10.1 7.0 100.0 100.0 100.0

by

2

W(.m.m»ug



Table A3-26

Standard Mail (A) Intended Response by Usetulness
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Useful 83.3 84.1 88.8 239 25.2 21.6 69.8 65.7 79.3
Interesting 10.2 7.3 6.2 30.0 24.8 20.6 21.8 20.7 13.2
Not interesting 2.0 6.1 3.7 36.1 42.2 50.3 3.4 85 4.7
Objectionable 1.2 1.1 0.8 6.7 6.9 7.0 2.1 3.6 2.3
Don't know/No answer 3.2 1.3 0.5 3.3 C.8 0.6 2.9 1.6 0.4
Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 700.0




Table A3-27
Standard Mail (A) Pieces from Credit Card Industry

Response to Mail Piece by Familiarity With Organization

(Percentage of Pieces)

Postal Fiscal Years 1987, 2000 and 2001

v e Ry

[ ialetlal )

B 3 My

|

Previous customer 51.4 51.5 46.3 7.2 4.1 3.6 40.0 34.7 30.8 9.3 9.2 4.8
Organization known 28.4 24.6 24.1 7.9 3.4 2.3 17.7 10.5 1.7 5.6 1.7 2.6
Organization unknown 30.2 20.2 20.0 4.2 1.0 1.3 21.3 4.3 7.1 7.8 2.4 1.1

NOTE: Percentages do not add up to 100% due 1o multiple responses from multiple guestions.

Whinihynak AT



Table A3-28
Standard Mail (A) Pieces from Insurance Companies
Response to Mail Piece by Familiarity With Organization
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Previous customer 567 | 633 | 636 | 56 | 79 | 73 | 482 | 574 | 581 | 129 | 55 | 11.8
Organization known 311 | 323 | 260 | 67 | 5.1 39 | 208 | 147 | 164 | 54 15 | 3.0
Organization ynknown 202 | 227 | 223 1.9 3.6 2.7 8.5 7.8 7.8 1.9 1.9 2.1

NOTE: Percentages do not add up to 100% due to multiple responses from muitiple questions.
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Table A3-29
Standard Mail {(A) Pieces from Department Stores
Response to Mail Piece by Famillarity With Organization
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001
Previous customer 52.4 66.2 66.3 9.7 7.4 64 .4 67.8 67.3 17.6 19.4 20.3
| Organization known 25.5 47.3 36.0 6.4 3.4 4.0 23.4 25.6 19.6 6.0 6.3 2.8
Organization unknown @ 24.4 23.9 35.0 4.5 18.3 13.0 17.5 13.4 22.6 7.1 1.4 2.6

NOTE: Percentages do not add up to 100% due to multiple responses from muliiple questions.
@ Fluctuations may be due to small sample size.




Table A3-30
Standard Mail (A) Pieces from Mail Order Companies
Response to Mail Piece by Familiarity With Organization
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

- 1287 2000|119 00 | 200071 1987
Previous customer 58.4 60.4 61.0 14.0 18.0 15.7 63.0 17.0
Organization known 32.3 10.6 40.8 10.3 12.4 11.9 26.8 27.7 31.8 6.5 3.8 3.9
| Organization unknown 22.2 27.0 30.2 11.3 12.2 10,1 13.9 16.9 19.3 4.6 3.2 3.2

NOTE: Percentages do not add up to 100% due to multiple responses from multiple questions.
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Table A3-31
Standard Mail (A) Pieces from Publishers
Response to Mail Piece by Familiarity With Organization
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Previous customer 651 61.5 61.64 8.7 8.1 7.6 54.5 54.4 52.4 27.9 8.1 17.7
Organization known 30.7 33.9 39.1 59 57 6.1 20.9 20.9 223 6.5 5.1 3.0
Organization unknown 27.2 27.9 295 9.4 6.9 5.4 16.C 13,6 14.0 6.5 4.0 3.2

NOTE: Percentages do not add up to 100% due to multiple responses from multiple questions.



Table A3-32
Standard Mail (A) Treatment of Mail Piece by Shape
{Percentage of Mail Pieces Received by Households)
Postal Fiscal Years 1987, 2000 and 2001

j

. membr ho d

Read by more than one member of household @ N/A 6.1 5.8 N/A 7.4 7.3 N/A 5.0 N/A 9.5 8.8
Looked at 261 17.7 184 | 260 | 17.9 17.6 | 33.8 248 | 247 18.4 18.8
Discarded 15.3 | 22.8 | 29.1 13.8 { 21.3 | 234 196 | 29.7 | 31.4 1587 | 209 | 23.6
Set aside 4.8 4.7 3.8 8.8 6.6 6.5 3.9 2.7 2.2 2.2 2.0 2.3
Don't know/No answer 9.3 8.5 5.7 7.4 6.3 4.9 1191251109 | 74 6.7 4.8
Total Mail Received by Households 100.0 | 100.0 | 10C.C | 100.0| 100.0 | 100.0 | 100.0 [ 100.0 | 100.0 { 100.0 ] 100.0 | 100.0

Read by member of household 42,9 | 332

Read by more than one member of household @ N/A | 13.0 | 126 1 N/A | 120 | 101 N/A | 145 [ 159 | N/A 9.8 9.2
Looked at ' 259 13.9 14.9 27.0 16.8 18.4 17.6 8.7 12.4 26.4 16.4 17.3
Discarded 9.7 15.2 14.5 15.1 195 | 229 9.4 11.1 14.6 14.0 | 203 22.3
Set aside 159 | 156 | 14.4 6.7 6.7 6.1 8.1 14.5 11.5 8.1 7.5 7.3
Don't know/No answer 56 9.2 6.3 105 1 9.0 75 | 349 {179 96 [ 100100 7.0
Totol Mail Received by Households ' 100.0 [ 100.0{ 100.0 ] 100.0 | 100.0 | 100.0{ 100.0 | 100.0 | 100.0 | 100.0] 100.0 | 100.0

@ This code was not presented in household diaries prior to 1992.

@ Total includes pieces for which no response was given as to shape.
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Table A3-33
Standard Mail (A) Usefulness of Mail Piece by Shape
(Percentage of Mail Pieces Received by Households)
Postal Fiscal Years 1987, 2000 and 2001

Useful 32.6 32.8 29.2 36.4 37.3 381 26.8 24.1 235 38.4 38.1 37.3
Interesting 213 14.7 i2.5 27.4 17.7 16.0 16.3 141 10.1 20 13.5 13.4
Not interesting 29.0 36.3 44,1 210 71 318 33.9 34.7 419 48.3 27.7 36.3 39.6
Obijectionable 57 7.1 8.1 5.8 6.2 6.5 7.5 7.6 7.0 4.9 4.8 4.9
Don't Know/No answer 11.5 9.1 6.1 9.2 7.0 5.5 14.7 12.3 11.0 8.9 7.3 4.8
Totol Mail Received by Households 100.0 | 100.0 | 100.0 | 160.0 | 100.0 | 100.0 | 100.0 | 100.0 | 100.0 { 100.0 | 100.0 | 100.0

Useful 53.8 50.8 548 | 447 452 43.1 33.3 52.4 56.0 40.2 40.1 40.9
Interesting 26.1 20.9 21.3 19.4 13.3 14.4 16.7 12.9 13.6 22.0 15.3 15.3
Not interesting 10.8 16.2 15.1 195 28.8 30.9 2.0 14.2 17.1 21.3 294 31.4
Obijectionable 2.3 2.6 2.2 3.8 3.7 4.0 25 2.2 3.0 4.6 4.9 5.1
Don't Know/No answer 7.0 9.5 6.6 12.5 9.0 7.6 38.5 18.3 10.2 12.0 10.4 7.3
Total Mail Received by Households 1000 | 100.0 | 100.0 { 100.0 } 100.0 | 100.0 | 100.0 § 10C.0 | 1000 | 100.0 | 100.0 | 100.0

@ Total includes pieces for which no response was given os to shape.
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Table A3-35
Standard Mail (A) Percentage of Pieces Read Immediately
and Set Aside by Shape and Fomiliarity With Organization

Postal Fiscal Years 1988, 2000 and 2001

6.1

60.1

54.0

10.4

8.1

Previous customer 64.7 | 57.1 | 611 5.3 43 155167.91586 (706 26 | 21 | 2.8
Organization known 34.6[1303)12931 58 | 3.9 | 26 (303312365 62| 49 1 39 |383|336{375| 21120 18
Organization unknown | 29.01 255|244 4.6 | 3.6 | 34 [276|23.4[269| 70| 42 [ 55 [3281 241272 19| 13 1] 22

Previous customer

Organization known

29.6

30.2

39.9

13.7

27.8

Organization unknown

20.8

19.5

31.9

11.9

24.5




Table A3-36
Standard Mail (A) Percentage of Pieces Eliciting
Intended Response by Shape and Familiarity With Organization
Postal Fiscal Years 1987, 2000 and 2001

Previous customer 203 | 211 161 | 227 | 137 20.3 5.2 7.9
Organization known 59 23.9 21.0 7.1 15.8 19.8 8.8 3.4 8.9
Organization unknown 5.0 29.3 255 52 15.5 22.8 3.6 2.9 6.8

Previous customer 215 33.7 29.5 22.3 7.9 23.9 218 5.0 3.8
Organization known 6.4 33.8 26.3 4.6 16.2 151 0.0 4.0 4.6
Organization unknown 5.0 33.6 21.6 4.8 12.3 16.2 4.5 3.0 0.4
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Table A3-37
Standard Mail {A) Percentage of Pieces Found
Useful by Shape and Familiarity With Organization
Postal Fiscal Years 1987, 2000 and 2001

12000, 200
Previous customer 53.4 73.8 78.9 80.2 58.4 74.7 77.7
Organization known 22.8 10.9 11.0 111 28.3 9.6 1.9
Organization unknown 12.7 54 5.9 5.3 10.6 6.4 6.9

Previous customer 70.5 66.6 74.2
Organization known 30.2 AN 11.7 28.7 10.8 10.9 46.0 B.24 11.3
Organization unknown 18.9 5.3 5.1 16.3 4.3 4.7 259 2.72 3.9

NOTE: Percentages do not add up to 100% due to multiple response to multiple questions.
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Table A3-38

Standard Mail (A) from Department Stores

Reaction to Mail Piece by Shape
(Percentage of Pieces)

Postal Fiscal Years 1987, 2000 and 2001

Letter size envelope 53.3 53.7 47.6 2.5 2.2 5.6 37.4 43.5 41.2
Larger envelope 45.8 46.7 46.7 10.2 2.2 4.7 40.8 45.9 35.8
Postcard 56.9 57.3 55.8 1.3 2.1 2.6 48.5 25,2 58.5
Catalog not in envelope 45.9 37.9 42.6 15.8 12.4 10.0 62.5 12.7 63.2
Flyers 42.4 42.8 43.0 6.1 8.3 6.7 51.2 20.4 1.0
Letter size envelope 12.3 15.4 11.9 8.8 23.8 8.8
Larger envelope 10.9 8.6 13.9 3.6 25.8 5.2
Postcard 12.3 14.2 17.9 3.3 24.7 13.6
Catalog not in envelope 17.1 13.1 18.1 40.8 19.0 29.4
Flyers 15.4 20.8 17.3 42.5 23.1 36.5

NOTE: Percentages do not add up to 100% due to multiple responses from multiple questions,
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Table A3-39
Standard Mail (A) from Department Stores

Reaction to Mail Piece by Familiarity and Shape

{Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Previous customer:
Cotalogs Not In Envelope 68.0 77.5 76.6 70.7 71.1 72.2 18.4 16.7 21.]
Flyers 59.0 74.1 71.3 64.2 66.8 69.6 18.2 15.6 20.2
| Organization known:
Catalogs Not In Envelope 38.1 50.3 46.0 26.9 41.5 16.9 7.2 4.0 3.6
Flyers 24.0 41.0 35.3 22,9 26.0 241 4,7 2.4 2.0
Organization unknown: ®
Catalogs Not In Envelope 23.5 50.9 55.1 20.6 19.8 26.3 13.7 2.7 3.3
Flyers 31.2 31.0 46.5 17.8 15,1 17.6 53 2.1 3.7

® Fluctuations may be due fo small sample sizes.




Table A3-40

Standard Mail (A) from Mail Order Companies
Reaction to Mail Piece by Shape

(Percentage of Pieces)

Postal Fiscal Years 1987, 2000 and 2001

Lefter size envelope 42.7 39.9 42.6 3.7 4.7 29.9 31.2 329
targer envelope 48.2 44.8 45.0 10.4 7.9 7.2 411 41.6 38.7
Postcard @ 60.4 40.7 40,1 42 2.6 1.7 51.8 35.3 29.0
Catalog not in envelope 40.9 33.6 37.6 173 17.7 15.7 48.9 49.5 53.8
Flyers 39.8 29.1 33.3 7.8 59 7.8 32.9 26.3 32.0
Newspapers/Magazines @ 57.0 39.0 33.6 0.0 14.8 13.5 62.3 51.0 55.9
Letter size envelope 12.3 8.9 9.5 20.8 8.0 6.9
Larger envelope 18.0 16.9 15.5 220 12.6 11.6
Postcard @ 18.6 3.9 6.2 0.8 1.2 1.4
Catalog not in envelope 15.8 10.9 10.7 48,5 65.6 66.8
Flyers , 10.0 6.7 6.8 7.0 5.1 5.9
Newspapers/Magozines @ 19.8 8.8 9.5 121 2.9 2.5

NOTE: Percentages do not odd up to 100% due to multiple responses from multiple questions.

@ Flucuations may be due to small sample size.
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Previous customer:

Table A3-41

Standard Mail (A) from Mail Order Companies
Reaction to Mail Piece by Familiarity and Shape

Postal Fiscal Years 1987, 2000 and 2001

(Percentage of Pieces)

Letter size envelope 65.0 69.9 67.6 522 49.3 51.7 18.8 15.7 14.4

Larger envelope 74.3 75.8 69.4 58.7 57.9 543 271 23.1 21.4

Catalog 74.9 80.8 84.0 70.3 61.3 67.0 25.1 24.5 309
Organization known:

Letter size envelope 34.2 44.2 44.3 13.3 21.2 11.5 5.6 3.0 i.9

Larger envelope 44.5 43.9 42.3 27.0 18.0 14.7 9.7 3.2 3.9

Catalog 44.6 35.0 45.0 3.5 27.7 25.3 6.7 3.1 8.3
Organization unknown:

Letter size envelope @ 29.4 31.4 31.4 7.0 2.5 5.6 6.7 2.0 4.9

Larger envelope 32.9 30.4 41.2 14.2 10.2 13.5 4.7 5.1 4.1

Cotalog 36.8 42.5 35.0 17.7 24.6 18.9 3.5 6.7 4.4

@ Fluctuations moy be due to small sample sizes.
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Table A3-42
Standard Mail (A} from Publishers
Reaction to Mail Piece by Shape
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Letter size envelope 511 43.5 46.3 6.0 4.5 4.1 37.9 37.9 35.9
Lorger envelope 41.4 43.9 42.9 6.8 53 8.7 27.4 33.7 31.0
Postcard @ 452 42.9 30.0 59 5.1 0.0 304 29.9 16.9
Catalog not in envelope ® 40.8 26.6 30.1 14.3 122 137 48.2 40.4 38.3
Flyers 45.8 26.3 338 8.4 47 6.0 46.6 22.5 30.8
Newspapers/Magazines 27.2 30.4 34.5 7.6 14.4 8.6 28.8 472 50.8

Letter size envelope 21.0 13.9 12.6 26.5 353 36.9
Larger envelope 16.6 135 14.9 34.7 28.4 27.5
Posicard @ 26.1 5.9 1.8 1.2 2.2 2.6
Catalog not in envelope @ 13.5 7.3 5.9 4.4 6.7 6.3
Flyers 16.3 2.9 57 20.4 8.9 2.0
Newspapers/Magazines 2.1 3.9 59 12.1 14.2 14.9

NOTE: Percentages do not add up to 100% due to multiple responses from multiple questions.

@ Flucuations may be due to small sample size.




Table A3-43
Standard Mail (A) from Publishers
Reaction to Mail Piece by Familiarity and Shape

{Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Previous customer:
Leter size envelope 77.2 66,1 66.4 54.7 52.6 52.5 31.9 19.8 18.5
Larger envelope 68.8 70.5 69.2 44 .8 492 495 25.8 19.5 222
Catalog © 78.7 86.1 72.6 72.7 67.3 59.1 22.1 17.0 205
Organization known:
Letter size envelope 34.2 32.3 39.1 20.8 13.4 13.0 57 3.0 0.6
Larger envelope 31.3 40.6 48.4 13.3 16.0 19.2 7.7 6.7 6.3
Coatalog @ 48.3 27.4 51.9 311 16.4 29.9 54 0.0 2.7
Organization unknown;
Letter size envelope 31.3 34.8 34.0 13.5 13.2 12.5 3.7 4.8 22
Larger envelope 35.8 28.6 32.9 13.9 10 14.6 7.4 3.6 5.3
Catalog @ 46.0 27.4 35.8 16.7 19.4 9.9 6.9 0.0 2.7

@ Fluctuations may be due to small sample sizes.



Table A3-44
Standard Mail (A) from Credit Card Companies
Reaction to Mail Piece by Shape
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Letter size envelope 43.4 31.0 30.4 4.2 3.1 1.9 28.0 18.9 16.7
Larger envelope 32.7 30.4 32.8 B.4 2.4 3.7 28.9 20.7 20.0
Postcard @ 25.1 31.1 46.0 0.0 1.6 6,0 9.9 28.9, 30.7
Catalog not in envelope @ 43.8 54 .4 58.9 21.3 14.2 6.7 459 51.8 53.1
Flyers @ 33.3 27.7 41.9 6.3 3.8 4.1 35.6 28.7 27.2

Letter size envelope 10.4 4.3 2.8 59.5 67.7 72.0
Larger envelope 3.1 3.1 3.9 28.1 22.6 20.5
Postcard @ 0.0 7.6 5.1 0.4 2.9 2.5
Catalog not in envelope @ 3.2 16.2 5.1 3.1 1.3 0.7
Flyers © 12.1 1.2 6.5 8.4 3.9 3.2

NOTE: Percentages do not add up to 100% due to multiple responses from multiple guestions.
@ Flucuations may be due to small sample size.
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Table A3-45
Standard Mail (A) from Credit Card Companies
Reaction to Mail Pieces by Familiarity and Shape®
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Previous customer:
Letter size envelope 63.7 56.6 48.4 39.6 325 28.7 14.9 5.8 4.0
Larger enveiope 53.0 52.2 50.4 38.6 37.9 33.5 2.3 5.6 6,7
Organization known:
Letter size envelope 37.9 28.2 23.7 18.7 11.1 10.6 7.0 1.8 2.5
Larger envelope 32.8 27.0 32.2 12.9 8.3 13.0 3.0 0.5 2.0
Orgonizotion unknown:
Letter size envelope 36.7 18.8 20.6 19.8 2.8 5.9 3.2 2.1 1.1
Larger envelope 21.3 32.7 19.5 i9.1 6.0 6.4 2.7 2.7 1.5

@ Fluctuations may be due to small sample sizes.
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Table A3-47
Standard Mail (A) from Insurance Companies
Reaction to Mail Pieces by Familiarity and Shape®
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Previous customer:
Letter size envelope 59.7 68.2 70.9 46.3 50.4 53.8 12.2 3.7 13.6
Larger envelope 69.6 70.2 72.7 49.5 56.4 60.1 11.3 5.2 10.0
Organization known:
Letter size envelope 37.4 34.4 27.6 161 12.9 14.6 4.3 2.0 1.8
Larger envelope 39.4 39.6 31.6 29.5 20.3 23.1 10.1 0.5 6.6
| Orgonization unknown:
Letter size envelope 22.2 25.4 23.5 8.6 59 7.0 2.0 1.2 2.4
Larger envelope 25.3 20.3 27.3 11.9 13.3 5.2 3.2 0.2 0.0

® Fluctuations may be due to small sample sizes.



Table A3-48a
Standard Mail (A) Reaction by Industry
(Percentage of Mail Received by Households)
Postal Fiscal Years 1987, 2000 and 2001

Financial:
Credit card 39.5 30.9 32.0 6.1 3.2 2.5 29.3 20.4 18.5 8.3 4.1 3.2
Bank 38.8 36.8 43.2 4.0 4.6 3.5 31.1 32.8 30.1 8.1 3.8 5.3
Securities broker 40.4 48.8 53.8 11.7 9.3 11.2 42.5 58.4 b4.7 8.4 4.6 6.0
Money Market @ 45.6 38.7 52.3 5.4 10.1 6.2 53.7 59.1 46.6 1.9 10.) 17.8
Insurance Company 33.9 34.8 39.9 4.3 5.5 4.9 24.6 29.0 3Q.7 6.4 2.4 5.3
Real Estate/Mortgage 29.3 27.3 30.7 3.1 3.3 2. 21.3 18.2 19.7 2.7 2.0 3.9
Total Financial 37.2 36.2 38.0 5.3 6.0 4.2 295 36.3 28.1 7.3 4.5 4.3
Merchants:
Supermarkets 40.3 32.0 51.1 5.8 8.1 6.1 52.2 55.9 51.5 26.8 28.6 28.7
Department store 45.3 43.2 60.2 9.7 8.6 7.1 53.9 57.6 58.8 15.4 15.7 17.4
Mail order company 42.9 36.0 48.7 312 14.2 13.0 419 45 .4 48.8 15.3 114 11.4
Specialty store 40.1 37.4 52.1 8.6 7.0 8.9 43.4 49.1 53.4 14.4 13.2 141
Publisher 43.1 38.6 47.3 7.5 6.7 6.3 35.3 36.3 36.0 17.1 10.6 11.1
Land promotion @ 26.3 35.1 38.9 4. 0.8 4.5 7.7 14.3 27.7 4.1 2.5 1.8
Restaurant 499 67.1 50.0 3.4 5.4 4.3 51.9 53.9 472 19.5 N/A 18.0
Consumer pockaged goods 63.4 659 491 5.6 7.0 5.6 591 50.0 43.8 321 N/A 14.9
Auto dealers 37.3 62.0 46.2 3.2 3.1 2.5 32.6 40.8 35.7 8.7 N/A 8.1
Mall @ 22.4 67.0 50.0 14.2 0.0 0.0 453 57.1 50.0 9.4 0.0 0.0
Total Merchonts 43.5 38.2 51.3 2.1 7.6 9.5 441 43.1 492 16.3 13.7 13.6

® Of pieces containing an advertisement or request for funds.
@ Flucuations may be due to small sample sizes.
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Table A3-48b
Standard Mail (A) Reaction by Industry
(Percentage of Mail Received by Households)
Postal Fiscal Years 1987, 2000 and 2001

Services:
Telephone 49.9 35.2 29.4 5.7 3.7 2.8 46.6 25.8 29.6 14.4 47 4.4
Other Utilities @ 49.9 45.3 55.1 7.2 8.4 5.5 56.4 62.7 55.1 11.6 12.5 17.6
Medical 44 3 40.7 42,8 572 6.2 6.5 41.0 457 42.8 6.8 4.0 13.7
QOther professional @ 53.2 43.6 37.2 6.4 2.3 7.0 42 .4 35.6 37.2 12.2 3.0 6.2
Leisure service 41.6 411 43.6 8.1 7.2 5.9 36.9 45.5 43.6 7.8 7.9 9.2
Cable TV 51.5 35.7 29.6 9.2 3.9 3.0 43.7 32.7 29.6 8.4 5.1 7.8
Computer 40.5 27.2 31.6 7.2 7.0 6.0 39.8 30.0 31.6 12.5 3.8 5.2
Total Services 441 38.4 44.5 6.5 6.5 5.0 38.0 39.7 36.8 9.6 59 8.2
Nonfederal Government 48.7 46,9 58.9 15.6 12.3 11.4 57.6 65.2 59.5 18.4 3.2 17.5
Social/Charitable/Political:
Union/professional @ 495 | 47.6 60.9 7.6 8.0 5.5 55.9 48.6 51.7 11.3 8.0 9.7
Chyrch 51.8 45.6 63.8 3.6 2.0 5.5 39.7 58.8 55.4 5.6 12.4 1.4
Educational 46.4 42.1 51.0 5.4 10.6 6.3 40.0 50.7 42.6 6.3 6.1 5.0
Charities 531 41.1 440 0.6 6.5 6.2 29.7 31.6 33.9 8.6 10.3 8.7
Palitical 37.5 33.5 38.8 8.1 8.7 7.8 27.6 34.8 32.3 13.0 4.1 21.9
AARP @ 59.4 421 48.9 7.0 3.1 2.3 57.1 40.0 36.0 37.9 4.1 4.6
Total Secial/Charitable/Political 45,2 42.0 48.8 6.4 8.5 6.5 37.8 449 40.5 9.2 8.2 2.1

@ Of pieces containing an advertisement or request for funds.

@ Flucuations may be due to small sample sizes.



Table A3-49
Standard Mail (A) Reaction to Mail Pieces by Income
Pastal Fiscal Years 1987, 2000 and 2001

$7K - $9.9K 41.0 . 52.2 2.1 2.7 3.2 18.8 3.9 8.0 0.3 0.2 0.6
$10K-$14.9K 45.0 . 46.7 2.6 3.5 2.2 11.9 5.8 8.2 0.5 0.4 0.5
315K - $19.9K 450 . 47.7 2.9 3.9 29 ?.4 6.0 8.6 0.6 0.5 0.7
$20K - $24.9K 42.5 . 54.4 2.8 4.0 3.3 8.5 8.0 4.7 0.6 0.7 0.4
$25K - $29.9K 44.2 3.5 8.0 0.6

$30K - $34.9K 41.4 ' 49.0 3.6 4.6 3.4 8.3 6.5 6.8 0.7 0.7 0.6
$35K - $49.9K 41.4 . 449 3.9 52 3.9 7.5 7.3 B.1 0.8 0.9 0.8
$50K - $64.9K 41.1 . 446.4 4.4 5.4 4.5 7.0 8.4 7.7 0.8 Al 0.9
$65K - $79.9K 40.4 . 449 6.1 6.5 4.8 6.7 8.1 6.1 1.5 1.2 0.8
$80K - $99.9K 31.4 . 44.0 4.4 7.3 55 8.9 9.3 6.8 1.3 1.6 1.1
100K + 34.5 . 414 53 8.8 5.6 6.0 4.9 7.1 1.2 1.5 1.4

‘‘‘‘‘

Under $7K 36.0 32.8 . . . 17.5 14.0 0.5
$7K - $9.9K 37.1 33.1 43.4 1.9 2.1 3.1 12,6 13.1 0.5
$10K- $14.9K 39.6 39.6 37.8 2.3 3.0 2.3 17.7 12.3 0.8
$15K- $19.9K 41.9 36.2 40.1 2.7 3.0 3.1 15.3 12.7 0.8
$20K - $24.9K 42.8 37.6 43.7 2.8 3.5 3.7 15.6 10.4 0.9
$25K - $29.9K 40.4 3.2 14.8 1.0
$30K - $34.9K 304 357 41.0 Tt 3.7 3.6 78 9.3 12.0 T 1.0 0.9
$35K - $49.9K 41.9 38.5 40.4 4.0 4.6 4.2 14.8 8.0 11.0 1.1 1.0 1.0
$50K - $64.9K 42.2 38.4 41.6 4.6 4.8 5.1 14.8 8.1 11.2 1.3 1.0 1.2
$65K - $79.9K 40.5 39.7 39.7 6.1 58 52 11.1 8.3 10.0 1.4 1.2 1.1
$80K - $99.9K 34.7 38.7 41.5 4.9 6.8 6.5 10.9 7.9 10.6 1.3 1.4 1.5
$100K + 320 36.9 41.7 4.9 8.1 8.0 10.1 7.1 2.0 1.3 1.6 1.5

@ Of pieces identified by respondent as containing an advertisement or request for funds.
Note: 2000/2001 Estimates for Income Levels $25K-$29.9K are identical to those in $30K-$34.9K since categories used to collect data only included $25K-$34.9K.



Table A3-50
Standard Mail (A) Reaction to Mail Piece by Age of Head of Household
Postal Fiscal Years 1987, 2000 and 2001

18-21@ 46.9 42,8 25.8 1.8 1.8 1.7 10.3 53 11.7 0.4 0.2 0.2
22 - 24 35.6 35.2 34.2 1.1 1.8 1.7 6.9 4.5 3.8 0.2 0.2 0.2
25-34 40.4 33.0 34.0 2.7 3.0 2.5 8.4 8.0 6.0 0.6 0.7 0.8
35 - 44 39.9 31.4 34.3 3.3 3.6 3.3 7.8 7.7 8.5 0.6 0.9 1.1
45 - 54 39.6 32.5 37.2 3.5 4.4 4.2 7.8 8.0 6.4 0.7 1.1 1.4
55 - 64 45.0 36.0 36.6 4.4 5.3 5.1 9.2 7.0 8.2 0.9 1.0 1.2
65 - 69 42.5 34.0 42.8 3.5 4.9 4.7 7.4 7.5 6.8 0.6 1.1 1.1
70+ 43.8 36.4 40.3 3.4 5.6 5.1 7.3 6.5 7.3 0.6 1.0 1.0

18-21@ 53.5 33.0 40.3 2.1 1.4 1.4 16.5 12.8 16.2 0.5 0.5 0.4
22-24 35.7 35.9 37.0 1.1 1.8 1.8 17.5 11.4 15.6 0.5 0.6 0.5
25-34 42,7 36.4 37.7 2.8 3.3 3.4 15.9 7.9 10.2 0.9 0.7 0.5
35 - 44 ' 40.8 38.3 41.5 3.4 4.4 4.6 16.1 8.6 9.9 1.1 1.0 1.0
45 - 54 38.8 38.3 41.7 3.4 52 5.9 13.0 8.3 10.4 0.9 1.1 1.5
55 - 64 412 38.8 41.2 4.0 57 5.5 12.7 8.7 10.8 1.0 1.3 1.1
65 - 69 38.1 37.6 42.6 3.1 5.5 55 13.2 /.8 11.1 0.9 1.1 1.1
70+ 37.6 35.3 41.3 29 55 5.1 14.8 9.4 11.0 0.9 1.4 1.1

@ Of pieces containing an advertisement or request for funds,
@ Flucuations may be due to small sample sizes.



Table A3-51
Standard Mail (A) Reaction to Mail Piece by Education of Head of Household
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Sl e

8th grade 43.7 1.6 6.5 0.4 0.1 0.2
Some High School 46.4 3.8 6.9 0.4 0.3 0.2
High School 44 4 7.3 7.4 0.5 0.7 0.8
Some college 41.6 7.1 7.7 0.6 0.8 0.9
Professional or Technical school 41.2 6.2 7.8 0.7 (.8 0.8
College Graduate 37.7 7.7 7.0 0.9 1.2 1.6
Post graduate 37.3 8.6 7.2 1.0 1.5 1.4
8th grade 35.5 23.3 35.7 20.1 0.6 0.8 0.9
Seme High School 40.5 34.8 43.8 . . . . . 12.6 0.6 0.9 1.2
High School 40.0 35.5 41.8 2.8 3.3 3.4 15.1 2.5 11.6 0.9 0.9 0.9
Some college 411 38.2 41.3 3.3 4.3 4.2 15.6 10.0 11.7 1.0 1.1 1.2
Professional or Technical school 40.0 41.7 42.4 3.1 5.1 5.1 15.7 8.4 9.4 1.0 1.0 1.0
College Graduate 40.5 38.5 40.8 4.0 5.7 5.8 13.4 7.9 10.2 1.1 1.2 1.2
Post graduate 40.6 37.4 394 4 8 6.7 6.7 141 7.2 8.9 1.4 1.3 1.3

@ Of pieces containing an adverisement or request for funds.
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Table A3-52
Standard Mail (A) Users of Reply Envelopes by Industry
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Financial:
Credit cards 9.1 14.2 28.6 2.8 3.1 7.2 6.1 8.6 19.7
Bank 4.8 3.0 4.5 1.6 1.3 3.0 3.2 2.1 3.9
Securities 2.4 1.6 2.4 0.7 0.7 0.6 1.6 1.1 1.7
Money market 0.3 0.3 0.3 0.1 0.1 0.3 0.2 0.2 0.3
Insurance company 12.7 7.8 10.0 2.3 2.2 2.5 7.8 5.0 6.9
Real Estate/Mortgage 1.1 0.8 1.0 0.3 0.4 0.5 0.7 0.6 0.8
Other financial 0.5 0.5 0.3 0.3 0.3 0.3 0.5 0.4 0.3
Total Financial 309 | 28.1 471 8.1 8.1. 145 | 20.1 28.1 33.5
Merchants:
Supermarkets 0.2 0.2 0.2 0.2 0.3 0.1 0.3 0.3 0.2
Depariment store 5.6 1.8 2.4 4.0 2.3 3.0 3.1 2.1 2.8
Mail order 19.0 12.9 13.5 46.8 32.1 518 316 225 29.5
Specialiy store 3.4 3.0 1.5 6.8 N/A 4.1 5.0 0.0 2.6
Publisher 221 14.8 17.6 211 9.5 121 21.4 12.2 153
Land promofion 0.4 0.2 0.2 0.1 0.1 0.1 0.3 0.1 0.1
Restaurant 0.1 0.1 0.1 0.0 0.1 0.1 0.1 0.0 0.1
Consumer pockaged goods 0.9 0.9 1.9 0.5 0.7 1.4 0.8 0.0 1.7
Auto dealers 0.3 0.3 0.1 01 0.0 0.0 0.2 0.0 0.1
Service stations 0.0 0.1 0.2 0.0 0.1 0.1 0.0 0.0 0.1
Mall 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Other merchants 1.1 0.3 0.4 2.1 0.2 0.5 1.4 0.3 0.5
Total Merchants 53.1 31.6 38.2 81.7 454 73.3 | 66.2 38.5 | 52.8
Services:
Telephone 2.3 0.9 0.9 0.4 08 0.8 1.4 0.8 0.9
Other utilities 0.2 0.4 (.5 0.1 0.4 0.5 0.2 0.4 0.5
Medical 0.6 1.1 1.3 0.2 1.2 1.1 0.4 1.2 1.2
Other professional 0.6 0.5 0.4 0.3 0.2 0.3 0.4 0.4 0.4
Leisure service 1.9 1.9 3.0 1.0 1.0 1.8 i.4 1.4 2.5
Cable TV 0.6 0.1 0.2 0.5 0.4 0.4 0.6 0.3 0.3
Computer 0.5 0.9 0.8 0.2 0.4 0.3 0.4 0.7 0.6
Craftsman 0.6 0.0 0.0 0.1 0.0 0.0 0.3 0.0 0.0
Other services 2.4 2.1 2.8 1.0 1.2 1.2 1.8 1.6 2.2
Total Services 9.7 7.8 10.0 3.8 5.5 6.4 6.9 6.7 10.0
Nonfederal Government 0.3 0.5 0.2 0.9 0.5 0.9 0.6 0.5 0.5
Total Social/Charitoble/ 29 | 39 | 35 | 19 | 53| 33 25| 46 | 35
Political/Nonprofit:
Other 2.8 0.0 0.0 3.0 0.0 0.0 2.9 0.0 0.0
Don't know/No answer 0.3 1.0 0.4 0.6 0.9 0.8 0.4 0.9 0.6
Total 100.0 1 100.0 | 100.0{ 100.0 | 100.0 | 100.0]| 1000 100.0 | 100.0
&,ee‘;f Per Household Per 146 | 241 | 222 } 128 | 20 | 16 | 274 | 221 | 381

PN




Table A3-53a

Standard Mail (A) Industry Usage of Reply Mail
(Percentage of Pieces from Each Industry That Contain Reply Mail)

cia

Postal Fiscal Years 1987, 2000 and 2001

Credit card 578 57 8 55.2 15.4 10.5 12.8
Bank 36.1 27.0 24.9 10.4 9.9 7.9
Securities Broker 40.6 25.3 26.5 11.0 9.8 10.5
Money market @ 429 26.0 20.5 13.3 6.6 7.8
Insurance 62.7 49.8 44.5 10.1 12.0 15.0
Real Estate/Morigage 19.1 22.5 22.5 4.1 8.3 8.5
Total Financial 48.7 441 50.5 11.1 10.5 15.5
Merchants:
Supermarkets 1.1 3.4 2.2 0.8 3.8 4.1
Department store 7.0 5.2 5.5 4.4 54 6.5
Mail order 21.9 17.4 15.8 47.2 36.0 30.4
Specialty store 5.9 7.0 7.5 121 5.5 7.5
Publisher 30.2 452 43.5 252 241 28.9
Land promotion ® 11.5 21.2 202 2.7 10.6 8.6
Restaurant 2.1 1.8 1.4 0.6 0.9 1.5
Consumer packaged goods 10.4 2.5 2.5 5.3 4.5 5.2
Auto Dedlers 8.9 11.5 105 2.5 55 7.8
Service stations @ 1.7 0.9 0.4 0.5 1.5 2.5
Mall @ 0.0 0.0 0.0 0.0 0.0 0.0
Total Merchants 15.8 18.1 17.5 21.3 21.9 23.5
Services:
Telephone 53.1 12.3 14.5 3.0 2.0 10.5
Orher utilities © 24.7 19.7 17.5 9.4 17.0 155
Medical 13.2 157 18.5 4.0 13.8 10.5
Other professional @ 26.2 20.6 21.2 12.6 7.0 8.3
Leisure service 21.2 17.8 15.8 10.2 7.6 . 2.5
Cable TV 11.5 4.7 57 89 10.9 15.5
Computer 419 16.5 18.5 15.5 6.7 8.5
Craftsman © 60.7 50.5 51.5 6.4 N/A 3.5
Total Services 26.8 16.3 16.5 9.3 2.5 8.7
Nonlederal Government 57 10.7 8.5 14.4 7.7 95
Social/Charitable/Social/Nonprofit 18.0 251 18.8 10.4 28.8 30.3
Total Nonhousehold Mail Received by 18.7 299 250 16.4 15.7 195
Households -
Total Pieces Per Household Per Week 1.46 2.31 2.35 1.28 1.93 2.02

® Huctuations may be due to small sample sizes.
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Table A3-53b

Standard Mail (A) Industry Usage of Reply Mail
(Percentage of Pieces From Each Industry That Contain Reply Mail)
Postal Fiscal Years 1987, 2000 and 2001

Financial:
Credit card 207 1 284 | 305 | 6.1 3.3 | 69.5 §100.01100.0]1 100.0
Bank 458 1 59.4 | 52.2 7.7 3.7 47.8 1 100.0] 100.0] 100.0
Securities Broker 408 | 599 | 47.8 7.7 5.0 52.2 | 100.0] 100.0] 100.0
Money market @ 36.0 ] 60.3 ]| 56.4 7.8 7.0 | 43.6 1 100.0] 100.0] 100.0
Insurance 206 | 343 | 33.3 F 6.7 3.9 | 66.7 | 100.0]100.0 100.0
Real Estate/Morigage 712 660 | 615 ) 5.6 3.2 | 385 ]100.0§100.03 100.0
Total Financial 334 | 41.5 | 405 | 6.8 3.8 | 59.5 | 100.01100.01 100.0
Merchants;
Supermarkets B7.61 829 | 205 | 10514 28 95 110001 100.01 1000
Department store 825 ] 84.7 | 87.9 | 6.1 4,7 |1 121 [ 100.0]100.0] 100.0
Mail order 251 ) 403 | 425 | 5.9 6.3 | 57.5 ]1100.01100.0] 100.0
Specialty store 748 | 789 | 75.4 | 6.2 50 ] 24.6 ] 100.0100.04 100.0
Publisher 33.7 | 23.7 | 227} 109 7.1 77.3 1 100.0] 100.0] 100.0
Land promotion @ 798 | 64.3 | 60.4 59 3.9 39.6 1 100.0}1100.0] 100.0
Restaurant 90.1 8551 95.5 7.2 145 45 1100.01100.0] 100.0
Consumer packaged goods 7851 775} 8551 57 | 225} 145 1100.07100.0]100.0
Auto Dealers 7691 804 ) 847 | 11.7 ] 196 | 153 {100.0] 100.0) 100.0
Service stations @ 909 | 81.0 | 82.2 6.9 190 | 17.8 | 100.0]100.0} 100.0
Mall @ 91.3 100 100 8.7 0.0 0.0 110001 100.01 100.0
Total Merchants 553 | 542 | 595 7.6 58 40.5 | 100.0]100.0} 100.0
Services:
Telephone 318 7351 75.6 | 4.2 53 | 24.4 | 100.0F 100.04 100.0
Other utilities © 526 | 61.5 | 65.4 13.4 1.8 34.6 | 100.01100.01 100.0
Medical 786 | 64.4 | 54.6 4,2 6.1 454 | 100.0] 100.0] 100.0
Other professional © 55.7 | 62.4 | 50.9 5.5 3.0 491 | 100.01100.0] 100.0
Leisure service 6251 70.3 ) 615 6.1 4.4 385 1100.01.300.01 100.0
Cable TV 7281 817 | 75.9 6.7 2.7 241 | 100.0§ 100.0] 100.0
Computer 3661712 655 | 5.9 57 | 345 | 10004 100.0] 100.0
Craftsman @ 3057 31.5 1 35.7 2.4 685 | 64.3 1100.0f100.0] 100.0
Total Services 57316231 7151 65 50 {285 1100.0]100.0] 100.0
Nonfederal Government 747 | 784 | 72.4 572 32 1 27.6 1100.0]100.0] 100.0
Social/Charitable/Social/Nonprofit 62.7 ] 406 | 356 1 9.0 55 § 64.4 1100.0]100.0] 100.0
Totol Nonhousehold Moil Received by | 545 1 5101 554 | 84 | 57 | 44.6 | 100.0] 100.0] 100.0
Households - -
Total Pieces Per Household Per Week 4391 563 5791 066 | 1592 ) 1751 505 | 7.23 | 7.54

@ Flucluations may be due to small sample sizes.



Table A3-54
Stondard Mail (A) Intended Response Rates for
Maijor Industries by Enclosure of Reply Envelopes/Cards
(Percentage of Pieces to Which Recipients Intend to Respond)
Postal Fiscal Years 1987, 2000 and 2001

Credit card 8.9 28 3.2 7.0 16.6 25
Department store 1.6 10.8 7.3 24.9 12.2 19.0
Mail order 10.3 13.4 2.0 17.4 14.5 14.3
Publisher 14.3 9.7 8.6 234 23.6 21.3
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Addressed to specific household members

Table A3.55
Standard Mail (A) Reaction to Mail Piece by Addressee
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

875159000 |°2001 | 1987, | 2000°| 20017
44 9 49.0 39.8 87 8.4 7.8 40.1

42.4

10.9

Addressed 1o occupant/resident

35.7 28.5 27.5 7.1 6.5 5.4 40.3

35.2

101

NOTE: Percentages do not add up to 100% because these categories reflect responses from multiple questions.
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Addressed to specific household members

46.2

(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Table A3-57
Standard Mail (A) Reaction to Pieces from Publishers by Addressee

T

38.3

37.2

18.1

11.8

Addressed to occupant/resident

37.7

25.5

29.7

14.0

6.0




Table A3-58
Number of Mail Order Purchases® Within the Last Year by Income

{Percentage of Households)
Postal Fiscal Years 1987, 2000 and 2001
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Table A3-59
Number of Mail Order Purchases®
Within the Last Year by Education of Head of Household
(Percentage of Households)
Postai Fiscal Years 1987, 2000 and 2001

0 65.5 66.9

1-2 14.8 14.4

3-5 10.7 12.2

6-10 4,7 3.1

11-15 29 0.8

16 - 30 0.5 0.0

31 + 0.2 2.7

Don't know/No answer 0.7 0.0 . . . .

Totat 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

E
kL

0 37.2 45.6 51.4 46.8 47.6 422 52.6 59.4
1-2 16.3 22.6 13.0 18.5 14.7 14.6 19.5 14.3 15,8 19.6 16.1 13.4
3-5 20.2 13.0 141 21.8 19.0 15.0 22.7 16.8 14.6 19.5 15.7 13.4
6-10 12.8 11.3 13.5 11.9 9.2 8.9 164 | 135 10.9 10.0 8.7 7.7
1115 6.2 3.8 2.3 4.1 3.4 3.5 7.2 3.4 5.0 3.9 3.2 2.9
16 - 30 3.7 3.0 4.6 2.6 2.3 2.8 5.2 4.3 4.2 25 2.9 2.4
31 + 2.6 0.8 1.1 0.9 1.4 0.8 1.1 0.9 1.8 0.7 0.7 0.7
Don't know/No answer 1.2 0.0 0.0 2.1 0.0 0.0 1.3 0.0 0.0 1.4 0.0 0.0

Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
@ From Entry Interview.




Table A3-60

Number of Mail Order Purchases® Within the Last Year by Age of Head of Household

(Percentage of Households)

Postal Fiscal Years 1987, 2000 and 2001

0 51.8 55.8 69.5 36.1 51.5 60.5 39'2*&& 51.2 58.4 41.0 44 .4 53.7
1.2 21.7 19.4 13.8 22.2 17.6 15.7 19.0 18.8 13.7 21.4 18.1 14.1
3-5 17.6 21.8 10.7 23.3 16.7 13.0 19.8 15.6 13.6 17.8 18.2 15.3
6-10 2.8 1.8 42 10.4 8.8 6.1 11.4 8.2 8.7 21 9.0 8.7
11-15 1.7 0.9 1.0 2.9 19 1.9 5.0 25 2.8 55 3.4 3.8
16 - 30 2.3 0.6 0.5 2.3 3.3 2.1 3.3 2.8 2.1 3.2 52 3.3
31 + 0.7 0.0 0.0 0.9 0.2 0.6 1.1 1.0 0.8 0.8 1.7 1.1
Don't know/No answer 1.1 0.0 0.0 1.9 0.0 0.0 1.4 0.0 0.0 1.2 0.0 0.0
Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

0 40.2 55.4 55.9 47 .5 56.0 58.0 53.8 59.0 68.5 422 53.3 59.4
1.2 15.7 9.8 13.5 19.7 13.0 12.0 17.5 13.4 10.1 19.4 15.7 13.4
3-5 19.8 16,2 14.9 17.3 13.3 15.2 15.8 10.4 9.6 19.5 16.0 13.4
6-10 13.1 10.4 9.0 10.2 9.4 7.8 8.3 10.5 6.5 10.0 8.3 7.7
11-15 49 5.2 3.1 3.5 3.5 3.6 2.8 4.6 3.1 3.9 3.1 2.9
16 - 30 3.5 1.6 2.8 0.7 4.6 2.0 1.2 1.8 2.1 2.5 2.8 2.4
31 + 0.9 1.3 0.7 (.3 0.1 1.5 0.0 0.2 0.2 0.7 0.6 0.7
Don't know/No answer 2.0 0.0 0.0 1.1 0.0 0.0 2.3 0.0 0.0 1.4 0.0 0.0
Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

@ From Entry Interview,




Table A3-61
Number of Mail Order Purchases® Within the Last Year by Number of Adults

(Percentage of Households)
Postal Fiscal Years 1987, 2000 and 2001

0 55.0 57.1
1-2 18.1 16.5 12.8 20.0 154 13.6 20.2 19.4 13.9 206 14.5 12.9
3-5 16.7 13.2 10.3 20.4 16.4 14.5 17.5 16.8 15.2 24.9 18.6 14.5
6-10 6.5 7.8 55 1.5 9.1 8.3 9.9 2.6 10.2 9.4 7.5 8.0
11-15 2.3 2.9 2.0 4.1 3.2 3.1 4.7 3.7 3.4 6.8 4.8 4.4
16 - 30 1.0 2.0 1.9 2.9 3.4 2.3 3.2 2.3 3.5 2.9 3.7 3.5
31 + 0.1 0.5 G5 1.0 0.6 0.8 0.5 1.7 0.9 1.3 1.8 1.8
Don't know/No answer 0.4 0.0 0.0 1.7 0.0 0.0 1.6 0.0 0.0 2.7 0.0 0.0
Total 100.0 | 100.0 | 100.0 [ 100.0 | 100.0 { 10C.0 | 100.0 | 100.0 | 100.0 | 100.0 | 100.0 | 100.0
® From Entry Interview.




Table A3-62
Standard Mail (A) Order Pieces Received by
Number of Mail Order Purchases Made Within the Last Year
Postal Fiscal Years 1987, 2000 and 2001
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Table A3-63
Standard Mall (A) Reaction to Pieces from Mail Order Industry
by Number of Mail Order Purchases Made Within the Last Year
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

it gy

0 40.4 37.9 37.8 8.4 6.2 4.9 34.2 37.8 50.4 12.5 10.5 14.4
1-2 40.8 38.0 35.6 11.4 5.6 13.2 36.6 32.7 45,6 151 10.6 11.2
3-5 45.7 41.3 37.1 13.5 8.9 11.8 45.8 355 446.4 15.8 12.0 11.1
6-10 44.6 42.3 40.8 14.9 8.9 11.3 46.2 39.5 51.6 15.8 8.1 11.0
1+ 42.0 37.0 40.0 11.8 1.1 14.3 45.5 37.9 534 16.9 13.6 12.0

NCTE: Percentages do not add up to 100% because these categories reflect responses from multiple questions.




Table A3-64
Standard Mail (A} Available Response Media
(For Muail Piece Containing Advertising or Request for Donations)
Postal Fiscal Years 1987, 2000 and 2001

Mail only 37.5 27.8 25.7
Mail + phone 11.2 11.2 10.5
Mail + in-person 2.0 08 0.7
Mail + fax machine N/A 0.2 0.2
Mail + internet N/A 0.9 0.8
Mail + phone + in-person 2.0 2.4 2.8
Mail + phone + fax machine N/A 3.5 3.3
Mail + phone + intemet N/A 3.5 3.8
Mail + in-person + internet N/A 0.1 0.5
Mail + fax machine + internet N/A 0.1 0.5
Mail + phene + in-person + fax machine N/A 0.5 0.3
Mail + in-person + fox machine N/A 0.0 0.1
Mail + phone + in-persan + infernet N/A 0.9 0.8
Mail + phone + fax machine + internet N/A 4.9 4.5
Mail + in-person + fax machine + internet N/A 0.0 0.0
Mail + phone + in-person + fax machine + internet N/A 1.9 1.7
Tota! Passible Mail Response 597 58.8 56.1
Phone:
Phone only 5.1 9.9 9.0
Phone + in-person 4.0 3.0 3.7
Phone + fax mochine N/A 0.2 0.2
Phone + internet N/A 1.9 2.5
Phone + in-person + fax machine N/A 0.1 0.1
Phone + in-person + infernet N/A 1.2 1.4
Store:
At a store only 29.7 18.6 19.9
At a store + fax machine N/A 0.0 0.0
At a store + infernet N/A 0.5 0.9
At a store + fox machine + internet N/A 0.0 0.0
Fax machine only N/A 0.1 0.1
Fax machine + internet N/A 0.0 0.1
Internet only N/A 1.0 1.5
Don't know/No response N/A 49 4.8
Total 100.0 100.0 100.0
Total Pieces Per Household Per Week 6.3 8.6 9.3
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(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Table A3-65
Standard Mail (A) Available Response Media from Major Industries

s

: 2000 20014 14 20015 1987 2200
Mail only 2.3 7.4 7.4 5%.6 . 23.4 68.0 65.5 62.9
Mail + phone 4.4 4.2 4.1 31.8 19.3 20.1 56 7.7 8.0
Mail + in-person 2.3 1.0 1.0 0.6 0.3 0.2 0.8 0.4 0.4
Mail + fax machine N/A 0.1 0.1 N/A 0.3 0.3 N/A 0.1 0.1
Mail 4 internet N/A 0.5 0.0 N/A 1.3 1.2 N/A 1.0 0.9
Mail + phone + in-person i99 54 7.5 4.0 1.0 1.0 8.5 0.6 0.7
Mail + phone + fax machine N/A 0.7 1.0 N/A 10.3 9.9 N/A 1.4 1.3
Mail + phone + internet N/A 1.0 1.9 N/A 7.8 8. N/A 1.7 1.8
Mail + in-person + internet N/A 0.2 0.2 N/A 0.1 0. N/A 0.0 0.0
Mail + fax machine + internei N/A 0.0 0.0 N/A 0.1 0.1 N/A 0.1 0.1
Mail + phone + in-person + fax machine N/A c.4 0.5 N/A 0.5 0.5 N/A 0.0 0.0
Mail + in-person + fax machine N/A 0.2 0.3 N/A 0.0 0.0 N/A 0.C 0.0
Mail + phone + in-person + internet N/A 1.5 1.8 N/A 0.6 0.6 N/A 0.3 0.3
Mail + phone + fax machine + internet N/A 0.9 0.8 N/A 14.9 15.5 N/A 2.4 2.5
Mgail + in-person + fax machine + internet N/A 0.0 0.0 N/A 0.1 0.1 N/A 1.0 1.0
Mail + phone + in-person + fax machine + internet N/A 1.6 1.7 N/A 2.0 2.1 N/A 2.8 2.9
Total Possible Mail Response 35.9 25.1 282 26.0 82.8 83.1 82.9 85.1 82.9
Phone only 2.9 4.9 4.6 2.1 6.3 5.6 2.0 2.8 2.6
Phone + in-person 7.0 6.0 5.5 0.6 0.2 0.2 2.9 0.5 0.3
Phone + fax machine N/A 0.0 0.1 MN/A 0.5 0.5 N/A 0.2 0.1
Phone + internet N/A 0.9 0.8 N/A 2.1 2.2 N/A 0.5 0.5
Phone + in-person + fax machine N/A 0.0 0.0 N/A 0.0 0.0 N/A 0.0 0.0
Phone + in-person + internet N/A 2.9 2.5 N/A 0.2 0.2 N/A 0.0 0.0
At a store only 54.2 52.3 50.4 1.3 0.8 0.8 12.3 2.6 2.2
At a store + fax machine N/A 0.1 0.1 N/A 0.0 0.0 N/A 0.0 0.0
At ¢ store + internet N/A 1.8 2.5 N/A 0.0 0.0 N/A 0.1 0.1
At a store + fax machine + internet N/A 0.! 0.0 N/A 0.0 0.0 N/A 0.0 0.0
Fax machine only N/A 0.0 0.0 N/A 0.1 0.1 N/A 0.0 0.0
Fax machine 4 infaernet N/A 0.0 0.0 N/A C.0 0.0 N/A 0.0 0.0
nternet only N/A 0.0 0.0 N/A 0.5 0.5 N/A 0.6 0.5
[Don't know/No response N/A 5.6 5.5 N/A 6.5 6.7 N/A 10.5 10,7
Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0




Table A3-66
Standard Mail (A) Intended Response Medium
to Pieces from the Mail Order Industry
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Mail 82.4 497 38.8
Phone 13.3 425 49.0
In-Person 29 2.0 1.5
Other 0.2 0.0 8.4
Don't know/No answer 1.2 5.8 2.3
Total 100.0 100.0 100.0
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Table A3-67
Unaddressed Mail Received
Bundled Flyers Usage by Industry
(Percentage of Mail Received by Housecholds)
Postal Fiscal Years 1987, 2000 and 2001

Financial:
Credit card 0.2 0.9 0.6
Bank 0.2 0.7 0.5
Securities broker 0.1 02 0.0
Money market 0.0 0.1 0.1
Insurance company 0.9 1.6 2.1
Real estate/Marigage 0.6 0.4 0.3
Other financial 0.0 0.1 0.1
Taotal Financial 2.1 3.9 3.6
Merchants:
Supermarkets 221 29.0 28.6
Department store 20.9 12.3 13.4
Mail order company 1.5 2.7 2.1
Other store 251 8.9 148
Publisher 4.6 4.0 10.8
Lond promolion company 0.2 0.1 0.1
Restourant 6.7 N/A 85
Consumer packoged goods 0.6 N/A 1.7
Auto dealers 0.9 N/A 1.2
Service stations 0.9 N/A 2.4
Mall 0.2 N/A 0.0
More than one compuany 4.2 N/A 0.0
Other merchants 2.1 10.9 2.1
Total Merchants 90.0 67.8 85.7
Services:
Telephone 0.0 0.7 1.2
Other utilities 0.1 0.2 Q.1
Medicol 1.6 0.9 1.8
Other professional 0.7 0.1 0.2
Leisure service 0.5 0.4 1.0
Cable TV 0.1 0.5 1.0
Computer 0.0 0.3 0.4
Craftsman 0.5 N/A 0.0
Other services 2.1 59 2.5
Total Services 5.6 9.0 8.1
Nonfederal Government 0.2 0.4 0.1
Tolal Social/Charitable/Political/Nonprofit 1.3 1.6 1.7
Don't know/No answer 0.8 15.0 0.6
Total 100.0 100.0 100.0




Table A3-68
Unaddressed Mail Received Reaction to Bundled Flyers
Postal Fiscal Years 1987, 2000 and 2001

Read by member of household 29.3 267 253
Read by more than one member of household © N/A 8.9 7.2
Looked at 24.0 141 18.5
Discarded 20.0 27.8 32.2
Set aside 3.9 3.7 3.4
Don't know/No answer 227 18.8 13.4
Total 100.0 100.0 100.0

Usetul 33.9 38.0 341
Interesting 16.9 2.3 9.0
Not interesting 21.6 271 359
Obijectionable 4.4 6.7 7.0
Don't know/No answer - 232 19.0 13.9
Totat 100.0 100.0 100.0

@ This code was not presented in household diaries prior to 1992.
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Table A3-69

Unaddressed Mail Received Response to Bundled Flyers by Industry
(Percentage of Mail Received by Households)

Postal Fiscal Years 1987, 2000 and 2001

Financial:
Bank ® 18.9 53.1 253 11.2 492 10.7
Insurance company 12.5 93 10.8 7.7 15.6 2.5
Real estate/Morigoge @ 13.3 18.8 27.5 9.0 28.0 15.8
Total Financial 16.1 271 212 10.1 30.9
Merchants:
Supermarkets 37.7 38.5 342 46.8 58.9 491
Department store 339 30.9 27.5 398 451 38.5
Mail order company 18.5 225 13.0 19.0 257 11.8
Specialty store 24.6 22.7 17.3 28.4 31.5 27.5
Publisher 33.4 26.2 20.6 39.9 42.3 29.8
Restaurant 31.6 23.4 264 33.3 30.2 33.7
Consumer packaged goods ® 17 .4 154 13.4 15.0 13.2 20.7
Auto dealers ® 0.8 1.2 16.9 2.8 1.8 19.4
Service stations 17.9 18.8 20.2 20.4 154 20.6
Mall-advertisements w/coupons 19.6 201 15.8 22.9 20.6 222
Total Merchants 27.1 28.1 20.5 357 40.7 27.3
Services:
Medical 12.6 22.4 18.0 10.6 22.2 20.1
Other professional @ 17.3 51.5 10.6 17.0 24.8 193
Leisure service @ 26.0 36.0 257 30.9 49.8 19.4
Craftsman @ 22.9 0.0 0.0 10.4 0.0 0.0
Total Services 17.1 -36.6 13.6 15.9 32.3 14.7
Total Social/Charitable/Social/Nonprofit 290 24.6 225 25.9 32.6 28.9

@ Fluctuations may be due to small somple sizes.




Table A3-70
Nonprofit Standard Mail (A) Received by Households by Shape
Postal Fiscal Years 1987, 2000 and 2001

Envelopes:

Letter size envelope 37.2 37.3 28.9 0.9 1.0 0.8
Larger envelope 2.5 17.5 10.6 0.2 0.4 0.3
Total Envelope 46.6 548 39.4 1.1 1.4 1.1
Postcard 2.1 6.1 3.5 0.1 0.1 0.1
Catalog (not in envelope) 4.4 9.4 2.6 0.1 0.1 0.1
Flyers/Circulars 20.4 16.0 12.4 0.5 0.4 0.3
Magazines/Newsletters 3.9 6.9 6.4 0.1 0.2 0.2
Other 0.3 0.7 0.4 0.0 0.0 0.0
Don't know/No answer 1.4 4.1 1.4 0.0 0.1 0.0
Total Pieces Received by Households 79.6 77.0 66.0 1.9 2.3 1.8




Table A3-71
Nonprofit Standard Mail (A) Industry by Shape

(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Medical 29.1 20.6 25,2 10.0 14.2 8.3 7.4 11.4 8.3 10.0 5.3 2.8
Union or professional 37.9 361 38.1 12.1 36.) 15.0 3.2 2.4 5.1 4.8 4.8 3.5
Church 43.4 40.6 41.9 8.6 40.6 10.5 2.3 6.4 7.1 3.0 1.6 1.3
Veterans 48.9 40.8 42.0 11.3 40.8 33.6 6.5 10.1 12.9 6.7 0.9 0.7
Educational 27.3 28.5 25.7 2.0 28.5 8.8 1.8 6.7 7.1 12.2 8.7 10.8
Charities 80.1 62.6 64.7 9.3 62.6 20.9 1.5 2.6 2.3 1.2 11 1.4
Political 28.9 31.0 32.5 13.6 15.4 13.2 3.0 9.7 6.5 0.6 0.6 0.9
AARP 79.3 73.3 66.2 11.0 15.5 23.8 4.2 3.5 0.0 0.9 1.0 0.0
Museum 49.0 52.0 28.2 14.9 17.8 14.3 5.9 4.0 5.0 19.7 21.5 21.6
Nonprofit publication 30.6 35.4 36.4 28.6 30.1 28.4 1.9 2.9 2.4 5.1 7.5 6.9

Medica . . 31. 4. . .

Union or professional 33.6 17.9 23.2 6.5 19.0 149 100.0
Church 35.9 251 23.1 5.6 13.8 15.1 100.0
Veterans 18.1 7.4 3.9 5.6 49 5.5 100.0
Educational 44.8 28.1 30.9 3.9 13.8 15,0 100.0
Charities 6.9 6.6 6.1 0.5 3.0 3.5 100.0
Political 52.6 37.5 44 .1 0.7 5.8 1.5 100.0
AARP 2.7 3.4 3.7 2.0 3.3 6.2 100.0
Museum 8.9 9.4 23.1 0.5 2.8 5.1 100.0
Nonprofit publication 11.4 12.4 15.4 19.7 20.1 187 100.0

NCTE: Totals may not equal exactly 100% due to unreported cotegories.
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Table A3-73
Nonprofit Standard Mait (A) Pieces Received Per Household Per Week
Postal Fiscal Years 1987, 2000 and 2001

.8 3 ] White coliar professional 2.5 2.7 2.0
7K - $9 9K 3 A 0 White collar sales/clerical 1.3 2 8
510K-5314.9 4 5 .0 White collor craftsmen/mechanic 0 3 3
$15K-$19.9K 7 7 R Service Worker | .1 2
20K - $24 9K b 8 7 Other employed 2 Wi 4
$ 25K - $29 9K 8 20 1.2 Homemaker 8 2.9 2.7
30K - $34.9K 2.2 . ' Student 2 0.5 0.4
§ 35K - $49 9K 23 2.2 5 Retired 2.3 3.8 3.5
$ 50K - 364 9K 2.6 2.4 .7 Other nct employed 0.5 1,9 2.0
g K - Over 3.8 3.3 2.4
18 - 24 0.5 0.5 0.4 e 2,
25 - 34 1 0.6 0.8 Multi-family houyse 4
35 - 44 8 2 4 Apgriment 0 b A
45 _ 54 2.3 2 2 Mohile house 0.
55 - 64 2.5 2.4 8 ' s fiiieie
65 - 69 2.8 2.8 2.5 ] 1.5 2.1 b
70+ 2.4 3.3 3.1 pl 2.0 2.5 B
D00, 3 2.7 2.5 2.0
< Bth grade ] 4 7 4+ 2.4 2.7 2.0
Some High School 3 2 &
High School 5 8 3
Some College 8 2.2 5
Technicol School 8 1.6 i
College 2.3 3.1 2.1
Post araduat 4.3 4.0 5
One-person household B 2.4 b
Male .2 2.7 3
Female 8 2.6 2.0
One adult + minors ® .0 24 5
Male © 0 2.5 2
Female © 0 1.7 K
More than one adult withow! children 2.3 2.5 3
One-egarner 2.3 22 8
Two-earner 9 2.3 i
More than one adult with children .8 1.9 5
One-earner b 1.3 2
Twe-earper 2.0 2.2 I

@ Fluctuations moy be due to small sample sizes.
Note: 2000 Estimates for Income Levels $25K-$29.9K are identical 1o those in $30K-$34.9K since cateqerias used to collect data only included $25K-$34 9K,
Note: Missing estimates not available due to change in definition between Postal Fiscal Year 1999 and 2000.



Table A3-74
Percent of Nonprofit Standard Mail (A) Containing a Request for
Donations by Age of Head of Household
Postal Fiscal Years 1987, 2000 and 2001

18.24 @ 41.6 8. K-} . . .

25 - 34 28.6 38.0 35.3 . 0.2 0.0
35 - 44 27.5 36.6 36.2 . 0.4 0.1
45 - 54 33.7 39.8 40.4 . 0.6 0.1
55 - 64 34.4 48.5 45.5 . 0.8 0.1
65 - 69 39.3 51.6 52.6 . 1.2 0.1
70+ 40.7 57.9 52.6 . 1.5 0.3

® Fluctuations may be due to small sample sizes,
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Nonprofit Standard Mail (A) Treatment of Mail Piece by Familiarity With Organization
(Percentage of Pieces Received by Households)
Postal Fiscal Years 1987, 2000 and 2001

i
5

Read by member of household 68.0 . 28.6 | 49.5 38.0 | 44.9
Read by more than one member of household @ N/A 12.5 N/A 3.4 N/A 7.8 2.0
Looked at 17.0 13.0 | 24.6 226 | 21.3 ] 200 | 16.4
Discarded 4.5 9.5 20.3 395 | 105 | 264 16.9
Set Aside 9.0 . 8.7 7.6 5.1 7.6 7.4 7.1
Don't know/No answer 1.5 0.8 0.5 1.2 0.8 11.0 0.6 5.8
Total 100.0 ] 100.4 ] 100.0 | 100.0 100.04 100.01 100.01 100.0

@ Includes pieces for which no response was given for familiority with institution.

@ This code was not presented n household diaries prior to 1992,




Table A3-76
Nonprofit Standard Mail (A) Response to Advertising by Familiarity With Organization
(If Piece Contained an Advertisement or Request for Donation and was from One Organization Only)
Postal Fiscal Years 1987, 2000 and 2001

Calauniins e 198791 52000 1200111987 [ 2000 1. 8 0 ~ 987 1200
Yes 28.0 20.7 24.5 6.8 4.3 51 5.2 5.2 4.9 18.0 13.1 16.2
No 43.3 40.6 45 4 74.0 67.3 751 76.8 67.9 7%9.0 55.2 47 .6 56.6
Maybe 20.9 21.5 24.3 10.6 9.2 13.8 9.4 8.8 9.2 16.5 15.2 18.9
No Answer 7.8 17.2 5.8 8.7 192 6.1 8.5 18.1 6.9 10.4 241 8.4

Total 100.0 | 100.0 1 100.0 [ 100.0 | 100.0 [ 100.0 { 100.0 | 100.0 | 100.0 | 100.0 | 100.0 | 100.0

Piaces Per Household Per Week 0.6 1.3 15 0.3 0.5 0.7 0.2 0.3 0.4 1.1 2.4 2.6

Q@ Includes pieces far which no response was given for familiarity with institution.
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Table A3-77
Nonprofit Standard Mail (A) Treatment of Mail Piece by Shape
(Percentage of Mail Received by Households)
Postal Fiscal Years 1987, 2000 and 2001

Read by member of household 457 | 51.0 | 43.2 34.7
Read by more than one member of household © 11.2 | 13.9 | N/A 12.9
Looked at 177 | 124 | 249 | 14.7 | 19.6
Discarded 16.7 15.7 | 10.9 18.2 16,9
Set Aside 1.2 2.0 144 | 17.8 | 12.7
Don't know/No answer 7.5 5.0 6.5 6.9 3.2

Total Mail Received by Households 100.0§ 100.0 } 100.0] 100.0 ] 100.0

YB7:142000:1-2 210 ‘

Read by member of household 542 | 42.5 495 | 40.6 | 44.
Read by more than one member of household © N/A 14.7 N/A 8.6 8.9
Looked at 21.1 13.4 21.3 15,2 16.1
Discarded 11.2 § 150 105 | 160 | 16.5
Set Aside 6.8 7.6 7.6 7.6 7.0
Don't know/No answer 6.7 6.8 11.0 1 12.0 7.4

Total Moil Received by Households 100.0) 100.0 10001 10001 100.0

@ This code was not represented in household diaries proir 1o 1992,




seful .

Table A3-78 _

Nonprofit Standard Mail {A) Usefulness of Mail Piece by Shape

(Percentage of Mail Received by Households)
Postal Fiscal Years 1987, 2000 and 2001

Interesting 24.7 16.0 18.2 22.1 12.9 16.6 21.2 20.2 21.7
Not Interesting 20.8 32.3 282 15.9 34.0 27.69 10.7 16.8 17.5
Objectionable 4.9 5.9 6.2 51 4.9 4.68 3.4 3.1 4.2
Don't know/No answer 13.8 2.9 8.0 12.4 5.0 5.61 8.0 5.6 3.8
Total Mail Received by Households 100.0 § 100.0 { 100.0 100.0 1 100.0 | 160.0 } 100.0 | 100.0 | 100.0

Useful

Interesting 18.7 16.2 17.7 14.1 12.5 14,2 22.4 16.2 18.1

Not Interesting 13.7 22.7 22.5 5.5 12.2 11.7 16.4 25.6 24,2

Objectionable 2.7 3.2 3.9 2.1 2.4 2.9 3.8 4.5 5.0

Don't know/No answer B.3 7.4 6.0 32.4 14.7 6.5 13.5 11.9 8.4
Total Mail Recsived by Households F00.0 | 100.0 ] 100.0 [ 100.0 1 100.0 § 100.0 | 100.0 | 100.0 | 100.0
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Table A3-79
Nonprofit Standard Mail (A} Response to Advertising by Shape
(If Mail Piece Contained Advertising or Request for Donation)
Postal Fiscal Years 1987, 2000 and 2001

Yes 19.7 24 .4 17.8 17.6 25.5 18.4 14.6 36.9 10.2 18.2
No 52.0 44 8 56.5 60.0 47.1 55.9 59.3 422 54.1 52.0
Maybe 16.8 11.6 19.0 15.3 12.7 20.0 19.9 10.8 16,2 241
No Answer 11.5 19.3 6.7 7.4 14.7 5.7 6.3 10.0 19.5 5.9 .
Total Mail Received by Households 100.0 100.0 100,0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
Pieces Per Household Per Week 0.7 1.0 1.2 0.2 0.4 0.6 0.0 0.1 0.5 0.1 0.1 0.1

Yes 12.6 44.7 17.1 2.8 48.1 10.2 18.0 29.4 16.2
No 64.5 32.7 60.3 543 23.9 57.5 55.2 39.5 56.5
Maybe 13.6 11.3 16.7 13.6 10.4 199 16.5 12.9 18.9
No Answer 9.3 11.3 12.0 22.3 17.6 12.4 10.4 18.2 8.4
Total Mail Received by Households 100.0 | 100.0 [ 1000 | 100.0 | 1000 | 100.0 | 100.0 | 100.0 | 100.0
Pieces Per Household Per Week 0.2 0.4 0.5 0.0 0.2 0.4 1.2 2.4 2.5

@ Total includes pieces for which no response was given os to shape.



Table A3-80
Nonprofit Standard Mail (A) Reaction by Industry
(Percentage of Mail Pieces Received by Households)
Postal Fiscal Years 1987, 2000 and 2001

Medical 46.3 47.7 13.4 . 8.8
Union/Professional 50.1 47.0 18.4 8.2 10.4
Church 64.0 59.6 25.2 12.7 25.8
Veterans 56.0 49.4 22.6 18.2 22.7
Educational 48.0 50.2 13.2 6.8 11.3
Charities 44.6 35.8 17.7 10.1 17.1
Political 40.6 30.0 20.0 6.8 10.1
AARP @ 46.] 35.6 13.6 12.5 11.9
Museum @ 53.6 53.2 12.5 13.5 11.9
Nonprofit Publications 39.8 42.5 12.8 14.2 13.5
Total Mai! Received by Households 49.5 48.5 18.0 12.4 12.4

@ Percent of pieces containing an advertisement or a fundraising request.

@ Fluctuations may be due to small sample sizes.
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Table A4-1
Total Pieces of Advertising Mail® Received Per Week By Income
Postal Fiscal Years 1987, 2000 and 2001
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Table A4-2
Total Pieces of Advertising Mail® Received Per Week by Age of Household Head
Postal Fiscal Years 1987, 2000 and 2001

{First-Class:

Advertising glone 0.4 0.9 1.2 0.3 1.1 1.7 Q.7 1.4 1.8

ﬁggingfg invitations/announcemertts 0.1 0.2 0.] G.1 0.3 0.3 02 0.4 0.4
Total First-Class Q.5 1.1 1.3 0.4 1.4 2.0 0.9 1.8 2.2

Standard Mail (Al:

Commercial 3.7 2.8 2.8 3.2 3.6 4.5 6.6 6.7 6.7

Nonprofit 0.6 0.4 0.2 0.5 0.4 0.2 1.2 0.8 0.3
Total Standard Mail {A] 4.3 3.2 29 3.7 4.0 47 7.8 7.5 7.0
Total Advertising @ 4.8 4.3 4.2 4.1 5.4 4.6 8.7 9.3 9.2

First-Class:

Advertising alone 1.0 2

Business invitations/announcements 0.3 0

Total First-Class 0.3 2

Standard Mail (A}:

Commercig] 8.3 8.4 8.
1.9 0
0.2 9
0.5

1<

Nonprofit
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@ Includes First-Class advertising only, First-Class advertising enclosed, business invitations/announcements, and Standard Mail (A}

non-package mail,
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Table A4-3
Total Pieces of Advertising Mail® Received Per Week by Education of Head of Household
Postal Fiscal Years 1987, 2000 and 2001

First-Class:

Advertising alone 0.5 1.2 1.7 0.7 1.4 1.7 0.7 1.4 1.9 0.9 1.9 2.0

Business invitation/ announcements 0.1 01 0.3 0.1 0.2 0.4 0.2 0.3 0.4 0.3 0.4 0.5
Total First-Class 1.1 1.3 2.0 1.5 1.6 2.1 1.9 1.7 2.2 2.5 2.3 2.5

Standard Mail (A}: Commercial - 5.0 4.0 4.3 5.6 5.5 6.0 7.0 5.9 6.3 7.9 7.4 7.6

Nonprofit 1.2 0.5 0.4 1.5 0.4 0.6 1.6 0.8 0.5 2.2 1.0 0.5
Total Standard Mail (A) 6.2 4.5 4.6 7.1 5.9 6.6 8.6 6.7 6.8 2.9 8.4 B.2
Total Advertising @ 7.3 5.8 6.6 8.6 7.5 8.7 10.5 8.4 9.0 12.4 10.7 10.6

First-Class:

Advertising alone 0.9 1.5 2.1 1.2 2.0 2.3 1.5 2.3 2.5
Business invitation/announcements 0.3 0.4 0.4 0.4 0.5 0.6 0.6 0.6 0.6
Total First-Class 2.3 1.9 2.6 3.2 2.5 2.9 42 2.9 3.1
Standard Mail {A): Commercial 7.8 9.5 8.9 9.9 10.2 101 11.8 11.7 1.0
Nonprofit 1.9 0.8 0.5 2.6 1.6 0.8 2.1 2.0 1.0
Total Standard Mail {A) 9.7 10.2 2.4 12.6 11.8 10.9 16.3 13.6 12.0
Total Advertising @ 12.0 12.1 12.0 158 14.3 13.8 20.5 16.5 15.1

®@ Includes First-Class advertising only, First-Class advertising enclosed, business invitations/announcements, and Standard Mail (A)

non-package mail,



Table A4-4
Total Mail Overview: Treatment of Advertising Mail by
Actual Weekly Standard Mail (A) Receipt
(Percentage of Households -- from Entry Interview)
Postal Fiscal Years 1987, 2000 and 2001

Usuaolly read

Usually scan 39.6 41.4 40 40.4 41,4 37.8 42.6 442 40.3
Read Some 264 245 27.0 30.4 30.0 31.0 30.0 32.2 33.7
Usually don't read 9.8 19.3 18.1 9.6 14.9 20.6 7.4 11.8 18.9

Usually read 16.0 10.4 8.2 12.9 6.2 4.7 1.5 10.0 6.4
Usually scan 46.3 46.2 35.8 42.6 45.6 48.4 41.3 39.6 41.5
Read Some: 28.5 257 40.1 34.8 341 320 39.1 35.9 37.3
Usually don't read 9.2 17.4 15.9 9.2 13.4 14.7 7.9 14.4 14.5
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Table A4-5
Total Mail Overview:
Intended Response to Advertising Mail by Class
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001
Will respond 11.1 11.3 10.1 14.6 101 10.7 17.9 12.2
May respond 10.3 12.9 11.4 20.0 16.3 20.0 16.4 14.2 18.9
Won't respond 58.4 65.5 61.6 58.6 48.6 59.8 55.1 44 .4 56.5
Don't know/No answer 19.8 10.3 16.9 6.9 249 9.5 10.4 29.3 8.4
Total 100.0 100.0 100.0 100.0 106.0 100.0 100.0 100.0 100.0

® Includes both advertising only and advertising enclosed mail.
@ Standard Mail {A) and Nonprofit Standard Mail (A) include request for donations.



Table A4-6
Response Rates To Advertising: First-Class
Advertising Only vs. Standard Mail {A) Envelopes and Cards®
(Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Financial:
Credit card 58 8.0 10.3 9.2 10.0 9.9
Bank 8.0 8.9 11.6 9.6 15.5 13.1
Securities broker 14.3 9.0 19.3 10.8 20.4 21.0
Money Market* 2.8 5.3 20.1 16.1 23.2 31.1
Insurance Company 8.9 6.6 121 8.8 204 13.2
Morigage” 4.7 35 8.3 6.0 10.9 9.4
Merchants:
Department store 95 12.0 354 451 257 50.2
Mait order 13.5 15.4 28.8 381 355 40.7
Other store 13.1 12.8 27.6 38.6 29.4 43.4
Publisher 19.6 18.7 21.3 23.2 29.2 26.1
Lond promotion® 10.6 29 12.0 9.6 262 121
Restaurant* 2.2 15.9 N/A N/A 31.0 38.3
Consumer packaged goods* : 16.1 28.7 N/A N/A 26.7 29.6
Auio dealers” 4.1 7.2 N/A N/A 19.4 26.5
Services:
Telephone 6.7 153 15.0 13.7 i5.4 13.3
Other Utility* 8.0 12.7 14.7 20.2 21.5 30.6
Medical 21.2 10.2 146.3 13.3 27.0 278
Other professional* 20.7 14.3 18.8 9.2 28.5 19.2
Leisure service 16.8 8.7 28.1 22.2 29.9. 26.3
Cable TV 7.8 13.4 18.4 12.4 14.3 17.3
Computer 8.3 158 18.7 16.0 23.6 19.7
Social/Charitable/Political/Nonprofit @ 20.4 18.5 21.0 19.6 36.4 30.2
Total Perf:e.;ntog-e of "Will Respond" 13.4 15.1 90.9 25 1 215 30.7
to Adverlising Pieces

@ All Standard Mail {A) percentages are based on Standard Mail (A} except sociul/cHuritabIe/poliﬁcaI
/nonprofit which is based on Standord Mail {A) nonprofit
@ Includes medical nonprofit mail after 1992.

* Fluciuations may be due to small sample sizes



Usually read

Table Ag4-7
Total Mail Overview: Treatment of Advertising Mail by
Perceived Volume of Pieces Received Per Week

(Percentage of Households -- From Entry Interview)
Postal Fiscal Years 1987, 2000 and 2001

o

Usually scan 3.7 34.8 39.4 41.8 60.3 41.2 39.5
Read some 221 18.5 20.5 29.0 25.8 9.8 30.8 31.8
Usually don't read 6.5 18.2 23.0 13.3 16.5 14.2 16.2 17.1
Usually read 15.3 11.0 9.8 8.6 6.2
Usually scan 42.0 43.2 38.6 37.3 36.1
Reoad some 34.3 31.6 33.4 32.7 34.1
Usually don't read 8.3 14.2 18.0 21.3 23.1
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Table A3-9

Entry Interview Treatment of Advertising Mail
(Percentage of Households)
Postal Fiscal Years 1987, 2000 and 2001

Usually read 19.6 13.2 11.7
Usually scan 40.4 38.3 352
Read some 29.6 27.0 268
Usually don't read 9.1 17.3 17.3
Don't know/No answer 0.2 0.6 5.8
Received no advertising 1.0 35 3.2

Total 100.0 100.0 100




Table A4-10
Entry Interview Attitude Towards Mail Advertising
{Percentage of Households)
Postal Fiscal Years 1987, 2000 and 2001

Wish got less 304 | 529 | 596

Don't mind getting some 62.5 37.0 33.3
Want more 5.6 5.8 3.2
Don't know/No answer 0.34 0.8 0.5
Received no advertising 1.0 35 3.4
Total 100.0 100.0 100.0




Table A4-11
Total Mail Overview: Attitude Towards Mail Advertising by
Perceived Volume of Pieces Received Per Week
{(Percentage of Households - from Entry Interview)
Postal Fiscal Years 1987, 2000 and 2001

Wish got less 503 | 548 ) 365 | 574 | 41.3
Don't mind getting as long as some are interesting 67.3 | 466 | 432 | 698 | 433 | 41.0 | 654 | 43.4 | 39.9 | 55.0 | 358 | 36.0
Want more 101 162 7.3 7.2 7.1 4.1 4.6 5.9 4.8 8.5 6.3 2.3

694 | 465 | 66.7 | 72.4
28.0 | 49.6 | 300 | 25.8
191 34 [ 321 17

Wish got less

Don't mind getting as long as some are interesting

Want more




Total Mail Overview: Attitude Towards Mail Advertising by Actual Weekly
Standard Mail (A) Receipt of Advertising Mail
(Percentage of Households - from Entry Interview)
Postal Fiscal Years 1987, 2000 and 2001

Wish got less

Table A4-12

27.1 48.1 59.1 29.8 54.3 64.2 34.8 53.8 71.4

Don't mind getting as long as some are interesting 63.9 43.8 371 65.7 37.7 3.7 61.5 41.8 27.3
Waont more 8.4 7.8 3.1 42 7.5 2.9 3.0 3.9 1.1
Wish got less 30.2 55.8 72.2 44 58.2 66.1 37.1 63.4 67.2
Don't mind getting as long as some are inferesting 66.7 39.9 26.3 54.5 38.7 30.5 60.0 329 31.8
Want more 3.0 4.0 0.9 1.5 2.7 2.6 2.6 3.6 0.7
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Table A4-13
Entry Interview Attitude Towards Mail Advertising by Household Income
(Percentage of Households)
Postal Fiscal Years 1987, 2000 and 2001

Wish got less 25.1 | 46,6 | 545 | 285 | 459 | 553
Don't mind as long as some are inferesting 526 | 357 | 31.0 | 444 | 389 ( 386 | 645 | 371 | 324 { 63.3 | 41.1 | 345
Want more 108 | 82 7.0 4.7 9.0 5.0 8.2 9.0 5.3 6.8 7.8 5.4
Don't know/No answer 0.6 2.0 1.2 0.2 0.9 0.5 1.5 0.7 0.5 0.5 0.8 0.3
Received no advertising 3.9 18| 137 | 07 4.9 8.4 0.6 6.6 7.2 0.8 4.4 4.6
Total 100.0 | 100.0[ 100.0 [ 100.0 [ 100.0 | 10C.0 [ 100.0[ 100.0 | 100.0 | 100.0{ 100.0 | 100.0
Wish got less
Don't mind as long as some are interesting 6B.5 [ 3568 [ 382 { 4B8 | 4246 | 372 | 635 | 42.6 | 372 | 6546 | 398 | 37.1
Want more 7.0 7.8 4.3 4.7 5.9 3.0 5.8 5.9 3.0 3.8 5.7 3.4
Don't know/No answer 0.2 0.2 0.5 0.1 0.3 0.5 0.0 0.3 0.5 0.3 0.4 0.4
Received no advertising 0.5 2.5 4.2 0.1 3.5 3.1 0.8 3.5 3.1 0.3 2.5 1.9
Total 100.0 ] 100.0 [ 100.0 [ 100.0 [ 100.0 [ 100.0 | 100.0| 100.0] 100.0 | 100.0 | 100.0 { 100.0
Wish got less 31.7 | 56.1 61.7 | 41.9 | 571 637 | 454 | 57.2 | 637 | 392 | 63.7 | 658
Don't mind as long as some are interesting 652 | 36.8 | 33.6 | 57.6 | 39.0 | 321 540 | 385 | 326 | 59.6 | 32.1 32.1
Want more 2.8 5.6 3.2 0.5 2.6 2.5 2.6 3.2 2.5 1.3 3.7 1.4
Don't know/No answer _ 0.0 0.6 0.4 0.0 0.5 0.4 0.0 0.6 0.4 0.0 0.1 0.0
Received no advertising 0.4 1.0 1.2 0.0 0.9 1.3 0.0 0.6 1.3 0.0 0.4 0.7
Totel 100.0 | 100.0 [ 100.0 | 100.0 [ 1060.0 | 100.0 | 100.0 | 100.0| 100.0 [ 100.0 | 100.0 | 100.0

Note: 2000/2001 Esfimotes for Income Levels $25K-$29.9K are identical to those in $30K-$34.9K since categories used to collect dato only included $25K-$34.9K.



Table A4-14
Aftitude Towards Mail Advertising by Age of Head of Household
{Percentage of Households)
Postal Fiscal Years 1987, 2000 and 2001

Wish got less 10,9 | 427 | 505 | 156 | 36.6 | 450 [ 198 { 438 | 552 | 286 | 509 | 57.6
Don't mind os long os some are interesting 725 ) 326 | 341 | 676 | 527 | 454 | 698 | 417 | 37.7 | 647 | 394 | 347
Want more 107 | 16.5 8.0 16.0 6.2 3.4 2.0 8.5 4.0 5.0 5.8 3.6
Don't know/No answer 0.0 0.4 0.0 0.2 0.2 0.3 0.3 0.5 0.2 0.8 0.4 0.4
Received no advertising 59 7.9 7.5 07 4.2 5.9 1.1 55 29 09 3.5 3.7
Total 100.0 1 100.0| 100.0 | 100.0( 100.0 100.0| 100.0 ) 100.0 | 100.0| 100.0 | 100.0 ] 100.0

Wish got less 354 | 569 | 594 | 348 | 584 39.9 1 5B.9 | 661 | 41.8 | 59.1 | é4.9
Don't mind as long as some are interesfing 602 | 365 | 34.6 | 601 | 32.9 55 334 | 294 | 548 | 32.1 | 268
Want more 3.7 4.6 3.2 3.3 49 3.3 3.9 1.6 25 3.9 1.9
Don't know/No answer 0.3 0.3 0.4 0.7 0.8 0.0 1.2 1.1 0.5 1.4 1.1
Received no advertising 0.4 1.6 2.4 1.0 2.9 . 1.9 2.6 1.8 0.8 3.5 53
Total 100.0| 100.0 | 100.0 | 100.0 { 100.0} 100.0 | 100.0 | 100.0 | 100.0 [ 100.0 | 100.0 | 100.0
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Table A4-15
Entry Interview
Attitude Towards Mail Advertising by Age of Head of Household
(Percentuge of Households)
Postal Fiscal Years 1987, 2000 and 2001

Usually read 39.4 12.4 16.7 21 8.7 8.6 20.3 12.3 11.7 17.7 12.1 11.2
Usually scan 38.8 35.6 27.3 46.7 40.4 39.1 41.4 37.4 342 40.8 38.6 352
Read some 12.6 20.6 17.3 24 .8 242 24.5 30.7 259 27.4 30.8 294 26.9
Usually don't read 3.2 20.6 261 6.7 21.7 17.8 6.3 18.5 18.7 9.8 15,7 16.3
Don't know/No answer 0.2 3.0 5.1 0.0 0.7 4.1 0.3 0.4 5.2 0.0 0.7 6.7
Received no advertising 1.0 7.9 7.5 0.7 4.2 5.9 1.1 5.5 2.9 0.9 3.5 3.7
Total 100.0 100.0 100.0 | 100.0 100.0 100.0 160.0 100.0 100.0 100.0 100.0 100.0
Usually read 17 11.8 11.3 19.7 14.5 10.8 23.6 16.1 10.1 19.5 16.5 12.3
Usually scan 41.3 40.4 358 394 37.5 33.9 37.9 42,5 34.3 38.2 36.4 32.8
Read some 319 28.9 28.3 28.2 272 27.7 26.4 254 28.7 30.0 25.6 21.6
Usually don't read 9.2 16.9 15.5 11.6 17.4 17.5 9.4 12.8 16.9 11.8 17.6 16.2
Don't know/No answer 0.3 0.5 6.7 0.0 0.5 7.3 0.7 0.5 8.2 0.0 04 11.9
Received no advertising 0.4 1.6 2.4 1.0 29 3.0 1.9 2.6 1.8 0.6 3.5 5.3
Total 100.0 100.0 100.0 | 100.0 160.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

® Fluctuations may be due to smali sample sizes.




Table A4-16
Entry Interview
Attitude Towards Mail Advertising by Education of Head of Household
{Percentage of Households)
Postal Fiscal Years 1987, 2000 and 2001

Wish got less

Don't mind as long as some are interesting 264 | 389 | 353 | 592 | 369 | 347 | 465 | 38.6 | 350 | 64.7 | 389 | 35.1

Want more 53 6.7 3.0 8.5 6.7 5.6 6.1 6.9 4.0 5.0 6.3 3.3

Don't know/No answer 2.1 2.8 1.0 0.7 1.9 0.0 0.3 0.6 0.5 0.8 0.4 0.7

Received no odvertising 2.1 6.7 12.8 2.9 10.1 9.1 0.9 4.5 4.1 G.9 2.9 2.6
Total 100.0 ] 100.0| 100.0 { 100.C | 100.0 | 100.0 | 100.0 [ 100.0 | 100.0 | 100.0 | 100.0 [ 100.0

Wish got less

Don't mind as long as some are interesting 644 1 426 [ 316 | 611 | 341 | 312 | 597 ] 331 | 289

Want more 4.3 8.0 2.7 3.2 4.1 2.2 2.9 3.3 1.2

Don't know/No answer 0.5 0.0 0.0 0.3 0.6 0.3 0.3 0.4 0.3

Received no odvertising 0.9 2.0 3.8 0.3 t.5 1.6 0.3 0.9 1.7
Total 100.0 | 100.0 [ 100.0 { 100.0 | 100.0 ] 100.0¢ 100.0 | 100.0 | 100.0




,,,,,,,,,,,

(Percentage of Households)
Postal Fiscal Years 1987, 2000 and 2001

Table A4-.17
Entry Interview
Treatment of Advertising Mail by Education of Head of Household

o

o870

Usually read 29.2 17.9 22.2 . . . 14.2 17.6 12.9 11.7
Usually scan 37.0 26.7 21.8 33.0 31.3 30.0 42.4 37.5 36.0 39.9 42.2 34.5
Read some 22.0 26.7 17.9 27.8 23.5 19.7 26.2 23.8 23.1 30.8 25.2 27.1
Usually don't read 2.0 20.7 15.5 11.8 15.3 15.4 7.0 16.4 15.2 10.8 16.4 16.0
Don't know/No answer 0.7 1.4 2.9 0.0 1.6 2.1 0.1 0.7 7.4 0.3 0.5 8.1
Received no advertising 2.1 6.7 12.8 2.9 10.1 9.1 0.9 4.5 4.1 0.6 2.9 2.6
Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
Usually read 18.5 12.4 11.8 12.2 8.0 7.8 8.9 8.1 5.2
Usually scan 39.9 45.6 39.0 43.5 40.0 36.5 41.9 36.5 30.9
Read some 31.6 7.2 247 34.6 31.2 28.7 28.3 34.7 35.6
Usually don't read 8.9 12.8 15.6 g1 19.1 19.0 10.5 19.6 20.1
Don't know/Ne answer 0.1 0.0 53 0.3 0.2 6.5 0.0 0.3 6.6
Received no advertising 0.9 2.0 3.8 0.3 1.5 1.6 0.3 0.9 1.7
Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0







Table A5-1

Periodicols Received
Postal Fiscal Years 1987, 2000 and 2001

Percent of Periodicals
which are sent to Households

753

701

74.5

Pieces per household per week

1.69

1.32

V.37
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Table A5-3
Newspapers Received by Mail and Not by Mail -- Number of Different Newspapers Per Household
(From Eniry Interview)
Postal Fiscal Years 1987, 2000 and 2001

Daily (7-day) 0.06 0.20 0.57 0.61 0.85
Daily (5-6 days) 0.04 0.05 0.23 0.09 0.09
Weekly 0.35 0.76 0.17 0.10 013
Sunday only 0.01 (.02 0.21 0.09 0.8
Maenthly 0.04 0.02 - 0.01 0.02
Cher 0.05 0.05 0.05 0.03 0.06

Total 0.55 0.50 .23 0.92 0.78




Table A5-4
Periodicals -- Households Where Newspapers are Received
(By Type of Newspaper and by Receipt Medium)
Postal Fiscal Years 1987, 2000 and 2001

7-Day 49 T 4 101
5 -6 Day 2.5 35 2.4
Weekly 25.4 1.7 11.8
Sunday 0.8 2.1 1.4
Monthly 27 1.4 1.7
Other 3.5 1.7 1.1
Total 36.4 271 285

58.8

61.8
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Toble A5-5
Magozines Received by Mail and Not by Mail -- Number of
Different Magazines Received Per Household
(From Entry Interview)
Postal Fiscal Years 1987, 2000 and 2001

Weekly 0.38 0.41 0.48 0.27 0.42
Monthly 2.67 253 3.30 0.75 0.50 1.70
Bi-Monthiy 0.05 0.18 0.22 i 0.03 0.42
Other 0.12 0.09 0.09 0.08 0.03 0.10

Total 3.23 3.21 4.09 1.1 0.68 2.64




Table A5-6
Periodicals -- Households Where Magazines are Received
(By Type of Magazine and by Receipt Medium)
Postal Fiscal Years 1987, 2000 and 2001

R

P

Weekly 241 23.6 23.0
Monthly 75.5 72.7 74.3
Bi-Monthly 3.3 9.7 @7
Other 6.8 3.1 3.0

Total 80.6 78.8 80.3

Monthly 34.4 22.8 19.7
Other 3.2 1.4 1.6
Total 45.8 29.3 25.5
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Table A5-7
Periodical Demographics -- Pieces Received Per Household Per Week
Postal Fiscal Years 1987, 2000 and 2001

Note: 2000/2001 Estimates for Income Levels $25K-$29.9K are identical to those in $30K-534 9K since cateqories used fo collect data only included $23K-$34.9K.
Note: Missing estimates not available due to change in definition between Postal Fiscal Year 1999 and 2000.

2L } |4 e ﬁm nent ot Ras 3t ] Q87 00012007
< . Q.7 0.9 White collar protessiong 2.2 1.5 i
- 39 9K ] 7 1.0 White collgr sales/clerical 5 1.2 3
K- 514 9K 2 0 7/ White collar craftsmen/mechanic Z 1.0 .
$ 15K - $19.9K 3 0 ice Worker 2 2
(3 20K - $24 9K 4 Other emploved ] Q
E - 329 9K 8 Al ) Homemaker 7 . .
OK - $34 9K 2 , ‘ Student 4 8 5
$ 35K $49 9K 3 2 Retired Q 1.7 2.1
$ 50K - 364 9K A 1.4 ther not 4 1.1 ]
[0 200T Single-tamily hoyse 2.0 15 8
- 24 JE 04 Q.9 Apartment 0 8
25 . 34 1. 0.7 9 Mobile hoyse . 1.] ]
35 - 44 8 9 2 r ders _ . 4
455 2.0 2 : T Numbar ol Aduls e 20000 200
2.3 4 1.5 1 0 o]
9 b 2.0 2 8 5 ,
Jo 19 3 2. 2 4
o GG e 2001 4+ 2. & 4
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E{Qﬂf{e High School 2 0 3
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Soma College 4 Z Wi
hnicgl School b 4 3
2 1.6 5
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.0 1 9
ale 2 .0 .
ylt + minors 09 A 3
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One-egrmer 2.0 ] 3
~eqgrner A 5 5
ith Children Vi 3 3
-eqrner b 0 2
Two-egrner 2 “ 1.4 3




Table A5-8
Periodical Mail -- Type of Subscription
Postal Fiscal Years 1987, 2000 and 2001

A it

Paid {ordered) 49.4 38.3 47.3
Free {ordered) 4.4 43 6.9
Gift (from friend or relotive) 35 25 3.9
Free {not ordered or with membership) 10.2 227 11.3
Other 2.6 0.8 0.7
Don't know/No answer 53 14 43
Total Mail Received by Households 753 70.1 74.5

O
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Table A5-9
Periodicals -- Source of Publications
Postal Fiscol Years 1987, 2000 and 2001

Religious/Educational 2.1 8.1 9.8 0.21 0.15 0.19
Veterans 0.9 0.7 0.9 0.02 0.01 0.02
Charitable 0.9 1.0 0.8 0.02 0.02 0.01
Union/Professional 7.8 B.7 8.6 0.18 017 0.15
Total "Nonprofit" 18.7 18.5 20.1 0.43 0.35 0.37
Orther 535 49.7 52.8 i.20 0.94 0.97
Don't know/No answer 3.2 1.7 1.6 0.07 0.03 0.03
Total Publications Received by
753 69.9 74.5 1.69 1.32 1.37
Households




Paid (ordered by household) |

Table A5-10

Periodicals -- Type and Source of Mail Received by Households

{Percentage of Subscription Type by Source)
Postal Fiscal Years 1987, 2000 and 2001

83 | 67 | 67 | 79 | 97 0.5 0.1
Free {ordered by household) @ 21.7 211 15.0 25.6 23.0 13.1 4.4 0.7 0.6
Gift Subscription 4.0 4.6 7.3 18.1 17.9 19.1 0.5 0.0 0.0
Other Type 191 14.5 9.6 22.7 12.7 10.9 2.3 0.0 2.7
Free (came with membership) 211 41 4 32.9 16.0 13.3 20.2 1.9 4.6 6.7

Poid (ordere by houseold)

0.5 .
Free {ordered by household) @ 2.8 0.6 04 449 551 70.4 1.4 0.5 0.6
Gift Subscription 1.4 1.6 0.3 734 | 757 | 729 2.6 0.2 0.5
Other Type 2.6 0.0 0.0 50.7 72.8 72.6 2.7 0.0 4.1
Free {came with membership) 6.2 4.3 3.7 548 | 358 36.3 0.0 05 0.2

@ Fluctuations may be due to small sampie sizes.
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Table A5-11
Periodicals -~ Satisfaction With Delivery
{Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Arrived earlier than expected 5.0 8.4

Arrived on the day expected 40.9 455 421

Was not expected to arrive on any speciol day 43.9 39.4 39.7

Arrived {oter thon expecied 3.8 3.8 3.6

Don't Know/No answer 6.5 3.0 6.5
Total 100.0 100.0 100.0




Table A5-12

Periodicals -- Need for Delivery
(Percentage of Pieces)

Postal Fiscal Years 1987, 2000 and 2001

Could arrive a day later 40.2 32.2 31.9
Comes on proper day 19.5 25.2 23.7
No regular day 2.0 17.4 14,9
Regular day is too late 0.9 0.8 1.3
Day doesn't matter 22.7 20.3 211
Cther need 0.4 0.2 0.2
Don't know/No answer 7.2 3.8 6.9
Total 100.0 100.0 100.0

;
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Table A5-13
Periodicals -- Satisfaction With Delivery by Postal Region
(Percent of Pieces Received by Households)

Postal Fiscal Years 1987, 2000 and 2001 .

52.5

492

On time/earlier 502 | 565 | 51.1 | 45.6 41.4 465 | 405 | 51.7 | 525
Not expected on any special day 40,1 | 39.1 | 382 | 432 1 41.9 ] 392 | 45.0 | 364 | 40.7 | 42.7 | 401 | 422 | 482 | 41.8 | 381
Arrived later than expected 3.4 2.6 38 | 55 | 3.6 | 31 36 | 42 | 25| 22 42 | 40 | 47 | 37 4.5
Don't know/No answer 6.4 1.8 6.8 57 2.4 5.2 9.9 3.8 7.6 4.3 3.3 7.2 6.7 28 50
Total 100.0§100.0{ 100.0[ 100.0]100.0( 100.0§100.0[ 100.0} 100.0|100.0| 10G.0} 1060.C| 100.0| 100.0| 100.0




Table A5-14
Periodicals -~ Households' Need for Delivery by Postal Region
(Percentage of Pieces)
Postal Fiscal Years 1987, 1999 and 2000

Could arrive a day later with no 4261328 3361409352351 426|288 302(37.1]306]|286]393]37.3]329
nconvenience

Comes on proper day now 1851255 23512141227 2521511267 |21.5(25.6]|27.5|254]151]21.6] 238
No regular delivery day 101417211521 70 | 189132} 92 | 178159 80 [ 159153 11.2|37.4] 143
Regular delivery day is so late asto cause | 5 | 4 | 15 1 22 |08 |15 09 os5| 1105|118} 1a}o09]08] 12
inconveniance

Exact delivery date of little importance 2072141184 2181195193 | 220| 208|235 2372002122471 194|225
Other Need/Don't know/No answer 791271 79| 674128 )| 57 [102]| 54§ 78] 5.1 472 | 8.1 g8 | 36| 53
Total 100.0{100.0] 100.01100.0}100.0| 100.0|100.0{100.0} 100.0[ 100.0] 100.0| 100.0{ 100.0{ 100.0| 100.C
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Toble Ab-1
Packages Received - by Delivery Company
(Percentage of Packages Received by Households)

Postal Fiscal Years 1987, 2000 and 2001

United States Postal Service:
First-Class and Priority 15.4 26.7 236
Express Mail 0.7 0.5 0.8
Third-Class Single Piece 23 @ @
Standard Mail (A) Total 251 245 23.2
Standard Mail (A) Bulk Rate Regulor 251 22.0 19.6
Standard Mail {A) Bulk Rate Enhanced Carrier Route @ 1.3 1.7
Standard Mail (A) Nonprofit @ 1.2 1.6
Standard Mail {A) Nonprofit Enhanced Carrier Roule @ 0.0 0.3
Parcel Post - Total 49 6.3 6.4
Non-DBMC Parcel Post 4.9 5.1 54
DBMC Parcel Post @ 1.2 1.0
Bound Printed Matter - Total 8.9 8.0 6.3
Single Piece Bound Printed Matter 2.9 8.0 N/A
Bulk Rate Bound Printed Matter 6.0 @ N/A
Special Standard Mail 9.7 23 2.9
Library Rate 0.1 0.7 0.2
Other/Can't clossify (A 0.9 1.1
No answer 3.4 0.9 15.9
Total USPS 7.7 71.0 80.2
Other Carriers:
Uniled Parcel Service -- Next Day Air 1.6 0.9 0.7
United Parcel Service -- Second Day Air 0.9 1.1 0.9
United Parcel Service -- Third Day Air - 0.7 0.5
United Parcel Service -- Ground 210 8.1 8.1
Federal Express 0.3 1.6 3.4
Emery 0.0 0.1 0.1
Purolator 0.2 - -
Roadway 0.1 0.1 0.0
Airbome - 0.9 0.8
DHL - 0.1 0.0
Cther 0.5 05 0.3
Total Other 27.8 141 14.8
Den't know/no answer 3.6 14.1 5.0
Total 100.0 100.0 100.0
Total Packages Per Household 0.3 0.6 0.5

@ Data was not collected in 1997 or 1998.
@ Data was not collected prior to 1997.




Table A6-2
Packages Received - Packages Delivered by the Postal Service by Class and Sender
(Percentage of Packages by Class)
Postal Fiscal Years 1987, 2000 and 2001

cie Business il bt B Frie

First-Class and Priority 43.6 71.8 64.4 53.6
Express Mail @ 10.8 75.2 76.7 52.0
Standard Mail {A) - Total 94.8 26.3 93.3 2.2

Standard Mail (A) - Bulk Rate Regulor 94.8 26.1 93.8 2.2

Standard Mail {A) - Bulk Rate Enhanced @ 99.2 98.6 @

Standard Mail (A) - Nonprofit @ 89.7 83.3 @

Standard Mail (A) - Nonprofit Enhanced @ 100.0 | 86.2 @
Parcel Post - Total 63.1 86.2 89.4 36.9

Non-DBMC Parcel Post @ 63.1 94,8 88.1 36.9

DBMC Parcel Post @ 78.8 100.0 @
Bound Printed Matter - Total 98.6 83.6 20.9 0.0 . . . .
Speciol Standard Mail 98.5 92.1 §4.3 0.0 5.5 14.0 5.0 2.4 3.7
Library Rate @ 1000 | 950 100.0 0.0 0.0 0.0 0.0 5.0 0.0

@ Data was not collected in 1997 or 1998.
@ Data was not collected prior to 1997.
@ Fluctuations may be due to small sample sizes.



Postal Fiscal Years 1987, 2000 and 2001

Table A6-3
Packages Received - Sender/ContentOby Carrier

Book 15.9 12.3 15.3 89.6 86.7 91.8 10.0 7.4 52
Record, tape or CD 6.7 10.7 7.7 87.3 93.0 95.8 8.0 4.9 1.0
ltem from a friend or relative 16.7 7.4 13.5 69.0 75.6 85.7 23.2 22.1 9.1
Order from catalog 191 17.0 35.8 47.1 69.6 78.7 56.9 25.3 15.3
Order from store @ 5.1 40 4.5 43.5 72.4 62.7 55.0 18.2 29.3
Other than mail 11.5 10.4 16.5 47.5 84.9 82.5 30.4 11.6 12.4

@ Packages can contain more than one type of content.

@ Fluctuations may be due to small sample sizes.




Table A6-4
Packages Received - by Speciol Services
(Percentage of Packages Delivered by the Postal Service)
Postal Fiscol Years 1987, 2000 and 2001

Special Handling 3.0 2.4 2.4
Special Delivery@® 1.3 0.4 3.1
Ceriified 0.1 0.5 0.2
Registered 0.1 0.1 0.2
Insurance 3.2 1.6 1.0
C.C.D. 1.6 0.0 0.0
Other 25 2.2 1.4

Total 8.7 7.2 6.4

@®Changed to Delivery Confirmation in PFY 2001.

Tans ey

R

[ ]



Postal Service

Table A6-5
Packages Received - Carrier by Income
(Percentuge of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

Per Week

UPS 20.8 . .

Other 0.0 0.0 0.0 2.2

Don't know/No answer 10,2 33.4 11.3 2.8
Total 100.0 100.0 100.0 100.0
Total Packages Per Household 0.20 0.46 0.30 0.14

ostal Service

5K - $49.9

P 85.9

UPS . 9.9

Other 3.3 10.5 4.8 0.7 4.2

Don't know/No answer 3.6 6.8 3.5 4.9 28.1
Tolal 100.0 1 100.0 | 100.0 | 100.0 100.0
Total Packages Per Household 0.24 0.69 0.40 0.34 0.66
Per Week

Postal Service

667 |

86.9

UPS 28.4 10.3 .3 31.1 14.9 13.7

Other 0.0 2.8 2.8 5.3 3.3 6.6

Don't know/No answer 5.0 10.8 3.4 0.9 11.2 3.6
Total 100.0 | 100.0 | 100.0 { 100.0 | 100.0 | 100.0
Total Packages Per Household 0.42 0.6] 0.58 0.45 0.87 058
Per Week ,

@ Fluctuations may be due to small sample sizes.

Note: 2000/2001 Estimates for Income Levels $25K-$29.9K are identical to those in $30K-$34.9K since categories used to collect data only included $25K-$34 9K

200012001




Table Ab6-6

{Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001 .

Packages Received - Carrier by Postal Region

£442001) S 2001
Postal Service 62.3 1 75.3 1 748 844 | 751 748 1 79.7
UPS. 269 1 10.1 | 155 6.4 226 | 110 8.7
Other 3.0 1.8 55 3.4 0.4 3.C 4.8
Don't know/No answer 7.8 12.8 4.2 . . . . 5.8 0.4 11.1 4.8
Total 100.0( 100.0 | 100.0| 100.0( 100.0| 100.0{ 100.0 | 100.0 | 100.0[ 100.0| 100.0 | 100.0

[



Table A6-7
Packages Sent by Delivery Company
{Percentage of Packages by Class and Carrier)
Postal Fiscal Years 1987, 2000 and 2001

S—

United States Posicl Service:
First-Class ond Pricrity 39.0 55.9 56.5
Express 0.0 4.4 2.4
Standard Mail (A} Bulk Raie 16.5 8.8 3.4
Parcel Post 13.5 9.3 7.2
Special Standard 3.5 2.0 4.7
International 6.0 2.4 2.6
Other - 0.0 1.7 1.4
Don't know 3.4 0.8 27
Total USPS 81.7 853 80.9
Other Carriers:
United Parcel Service -- Next Day Air 0.6 4.3 2.4
United Parcel Service -- Second Day Air V.7 1.0 2.0
United Parcel Service -- Third Day Air - 2.0 2.1
United Parcel Service -- Ground 14.8 5.0 6.8
Federal Express 0.2 2.4 2.9
Emery/Purolotor 0.0 0.0 0.0
Roadway 0.0 0.3 0.0
Airborne - 0.5 (.4
DHL - 0.5 0.0
Orher 0.0 0.6 0.6
Total Other 16.5 16.6 17.2
Don't know/ne answer 1.8 0.0 20
Total 100.0 100.0 100.0
Total Pieces 0.07 0.08 0.10




Table A6-8
Packges Sent Via the Postal Service by Class and Recipient
{Percentage of Pieces)

Postal Fiscal Years 1987, 2000 and 2001

First Class Priority 18.3 34.3 26.7 81.7 65.6 26.8
Butk Rate ® 26.5 28.4 66.5 73.5 71.6 335
Special Standard @ 18.7 258 84.7 81.3 74.2 15.3
Parcel Post ® 56.9 37.7 26.8 43.1 58.5 73.2

@ Fluciuations may be due 1o small sample sizes.
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Table A6-9
Packages Sent -- Choice of Carrier by Income
{Percentage of Pieces)
Postal Fiscal Years 1987, 2000 and 2001

: S50K+ @ :
_ 987 2000 1987 | 2000 2007
Postal Service 90.9 70.5 78.2 78.6 81.9 83.9 80.0 86.5 85.2
uPs 9.1 28.2 10.6 17.8 9.9 14.5 20.0 8.1 12.9
Other 0.0 1.3 6.5 0.0 8.2 1.6 0.0 54 0.5
Dont know/No answer 0.0 0.0 4,7 356 C.0 0.0 0.0 0.0 1.4
Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
Total Packages Per Household Per Week .04 0.10 0.07 0.08 0.11 0.10 0.14 0.15 on

@ Fluctuations may be due to small sample sizes.




Table A6-10

Packages Sent by Distance

(Percentage of Packages Sent by Households)
Posial Fiscal Years 1987, 2000 and 2001

Locol 1.6 54 3.3
Less than. 51 miles 2.3 2.7 2.3
51 - 150 Miles 98 8.2 6.5
151 - 300 Miles 154 9.5 2.0
301 - 600 Miles 16.8 19.9 18.5
601 - 1000 Miles 18.2 18.1 16.6
1001 - 1400 Miles 13.5 11.9 1.4
1400 - 1800 Miles 53 8.5 7.8
Greater than 1800 miles 7.6 9.4 13.0
QOut of United States 58 5.3 4.3
Other/ Unknown 38 1.3 7.4
Total 100.0 100.0 100.0
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Table A7-1
Entfry Interview
Household Electronic Mail Capability by Household income

{Percentage of Households)
Postal Fiscal Years 1987, 2000 and 2001

Have personal computer N/A 23.2 26.2 N/A 233 28.1 N/A 32.5 3921 N/A 357 43.4
Have modem N/A 13.8 20.9 N/A 16.8 22.4 N/A 191 28.8 N/A 24,4 34.1
Have fax machine or board N/A 5.3 7.0 N/A 52 54 N/A B.3 15.2 N/A 10.2 13.4

Have personal computer N/A | 460 | 468 | N/A 612 | NA | 647 | 683 | NA | 744 | 764
Have modem N/A 33.2 36.9 N/A 53.3 N/A 51.4 60.6 N/A 61.9 68.7
Have fax machine or board N/A 14.2 13.1 N/A 20.9 N/A 24.0 259 N/A 31.2 30.7

Have personal computer N/A 83.1 82.6 N/A 83.1 87 .4 N/A 83.1 90.0
Mave modem N/A 72.4 77.8 N/A 72.4 B4.8 N/A 72.4 87.4
Have fax machine or board N/A 38.1 36.6 N/A 38.) 46.8 N/A 38.1 50.7




Table A7-.2
Entry Interview
Household Electronic Mail Capability by Educational Attainment of Head of Household
(Percentage of Households)
Postal Fiscal Years 1987, 2000 and 2001

Have personal computer N/A 20.7 22.7 N/A 29.8 36.2 N/A 44.0 52.2 N/A 62.0 | 66.8
Have modem N/A 1.7 15.8 N/A 185 28.7 N/A 33.0 44.4 N/A 489 59.8
Have fax machine or board N/A 34 B4 N/A 9.8 2.3 N/A 16.3 21.1 N/A 26.2 26.6

Hove personal computer N/A 60.8 63.8 N/A 76.5 80.6 N/A 80.9 85.5

Have modem N/A 455 53.9 N/A 65.9 749 N/A 70.8 80.4
Have fax machine or board N/A 21.1 27.8 N/A 34 .4 36.6 N/A 41.5 40.4
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Table A7-3
Entry Interview
Household Electronic Mail Capability by Age of Head of Household
(Percentage of Households)
Postal Fiscal Years 1987, 2000 and 2001

Have personal computer N/A 55.7 66.7 75.3 N/A 71.2 77.1
Have modem N/A 443 53.7 N/A 46.1 65.8 N/A 56.3 70.3 N/A 58.9 68.7

Have fax machine or board N/A 14.2 18.4 N/A 161 25.7 N/A 27.3 29.1 N/A 34.3 33.5

Have personal computer

Have modem N/A 558 67.2 N/A 43.6 54.4 N/A 32.3 N/A 20.5 26.6
Have fax machine or board N/A 30.4 27.6 N/A 232 26.0 N/A 18.4 20.4 N/A 10.3 9.7
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: Recruitment Questionnaire
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USP1  00/09/07 09:45

1: TZONE 7: PSU
| {=>+1if 1>0
(1194
(17 48) New York+ NY-NJ-CT-PA ....01
Los Angeles+ CA ... 02
Chicago+ IL-IN-WI. 03
Washington+ DC-MD-VA-WV ... e 04
San Franciscot+ CA - 05
Philadelphiat PA-NJ-DE-MD... .06
Bostonr+ MA-NH-ME-CT ... 07
2: SAMPN Detroit+ MI .....08
[=+1if 1>0 ] Houstoz+ TX.. . 10
Miamit+ F1. .3
IMPORTED SAMPLE NUMBER :
{ 1/ 49) Seattlet WA,
9999999
3: LISTD
|=+1if 10 |

IMPORTED LISTED OR UNLISTED NUMBER?

{1156}
4: STYPE
b=>+1if 1>0 |
IMPORTED SAMPLE TYPE
(157
3E
SAMPLETYPE ONE ...
SAMPLY TYPE TWO ...
5: HHNAM
[=+1i 120 ]
HOUSEHOLD NAME
(459
6: CTFIP
| =>+1if =0 I

IMPORTED COUNTY FIPS CODE

{1189)

00/09/07 9:14

INFO ZERO UN, INTERVIEWER version 3.81

Portland+ OR-WA. ...
Cincinnati+ OH-KY-IN..
New Haveat CT .
Kansas City, MO-KS. .

Milwaukee+ WT ..
Sacramento+ CA.
[ndianapolis, IN
Columbus, OH..
Norfolk+ VA-NC
New Orleans, LA.
San Amtonio, TX .
Nashville TN MSA
Oklahoma City, OK.....
Louisville, KY-INMSA..............
Richmond-Petersburg, VA MSA ...
Providence-Warwick-Pawtucket, RI NECMA
Omaha, NE-1A ...
Springfield, MA
Charleston, SC..
Kalamazoo+ Ml
Jackson+ MS....
Peona, IL..........
Santa Barbara-Santa Maria-Lompoc, CA MSA ... 45
Tallahassee, FL MSA. ...... -




USP1  (0/09/07 09:45 2

8: REGN
I=> +1if 1=0 ]
INPORTED REGION
(1/96)
East ... .2
South.. .3
.4
.5
9: CR
F=>+1if 1>0 ]
(1 87)
10: STRAT
==*if VOKPSU<31)* 1+VOL{PSU>30 AND
PSU<51)%2+VO1({PSU>50)"3
STRATA
{17101)
Strata 1 ... . |
Strata 2 2
Strata3 ... .3
11: PHONE
[= it 150 ]
IMPORTED PHONE NUMBER
{ 14102}
999-999-9999
Helle, this is ----- . calling on behalf of the U.S. Poatal Service
May I please speak with - -<NAME ». -, We began an
interview concerning your household's mail and I would like to
complere that interview now,
IF THERE IS NOQ NAME HERE, THEN THI$ IS NOT A PARTLAL SO RESTART
&INTRO
12; INTRO
[=+1if NOT INT=PC |
INTRO ON RETURN
(1114
Continue where Tteft off ..o 1 =>LASTQ
Restart at the beginning 2 => INT01
13: INTO1

Hello, my name is —-~ and I'm calling on behalf of the US Postal Service. We're not
selling anything. May I speak with an adult in the household, 18 or older? THE
HOUSEHOLD NAME i8:<HHNAM > IF NAME IS BLANK IT IS UNLISTED
SAMPLE

(17 115)

=> /END
=>/END

=> fEND

=> [END
=>/[END

=> [END

=> [END

=> /END

=> /CB

=> /CB
Remove my name from your mailing list. Do not ever call me again. oL

=>QLIST

INFO ZERO UN, INTERVIEWER version 3.81

The USPS is conducting a study to better understand tha typs and volime of majl
that households like yours receive and send. -With the informatiom you and 5,000
other bouseholds provide, the US.Postal Sarvice can maks wise decisions about
postage rates and staffing needs to ensure an safficient national mail system.
The study is purely a research effort and amy information you provide will be
held in gtrict canfidence.

For thig study, your household will use diarias to write down the mail rhey
raceive and sand for the next week. The diary is not hard to £fill out, and we'll
give you a gift for cowmpleting the diary. Before 1 can get your diaries ocut to
you, I need to get some informarion about your housebold.

#3CRP]l PRESS ENTER FOR CHOICES
&INTCZ -

14: SCRP1
PRESS F10 FOR GIFT LIST
The USPS is conducting a study...
(W 117)
CONTINUE ... seecemse e sescenssmeenans 1 D
15: INTH2
PRESS F10 FOR GIFT LiST
For this study, your household will use diaries to write...
(1118}
CONTINUE [P oK
CALLBACK _...coovviiiecmrmiimsnsisscssenenees eresenenens CB =>/CB
REFUSED.......... Rl =>/END
16: ol
RESPONDENT GENDER, DON'T ASK
{1/120)
MALE.... 1
17: 1.2
‘What 1s your age”?
(17129)
.|
.2
3
4
.5
6
w7
...8
....9
18: Q3D
[ Rotation => Q3G |

Now, I'd like to get an idea of some of the things that interest you. As I read each
activity, please tell me how much you enjoy it - do you enjoy it very much, quute a bit,
a hirtle, or not at ali? First of all/Next, take READ ITEM. Do you enjoy that very much,
quite a bit, alittle, or not at all?
E-mailing via the Iniernet

(1/122)
QUITE A BIT
ALITTLE
NOT AT ALL

[CRERER SRR

19: QIE

Now, I'd like to get an idea of some of the things that interest you. As I read each
activity, please tell me how much you enjoy it - do you emjoy it very much, quite a bit,
a lirtle, or vot at all? First of all/Next, take READ ITEM. Do you enjoy that very much,
quite a bit, alittle, or not at all?
Writing cards and letters to friends
(17123
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32: SCRPS

=it IF{((MON(SD)>10 AND YEA(SD)}—2000) OR (MON{$D}<2
AND YEA(SD)=2001)),1,2)

CONVERSATIONAL PURPOSES

{ 17 140)
Not counting the Christmas and Hanukkah packages your household sends, abowt

About ..

33: Q38
PROBE FOR SPECIFIC NUMBER
<SCRP$ > how many packages did your honsehold mail in the last month?

(17141}

34: Q9
Which of the following methods of mailing personal packages (not letter mail) have
household members nsed in the last six months?

{1143 - 144 - 145 . 146 - 147)
Official U.S. Post Office....... ... ... 1
Private mailing service, like Maxlboxes Etc., Post Of.ﬁce Plus, or Parcel Place

anate package stnppmg company, like UPS or Fedeml Exprress 3
Gave package to my mai] carer . .4
Nome.......cooovvrnernnn, - 50X
6 O
8 X
L9 X
Q10
{1/ 148)
. |
2
1
.9
36: Q11

Do any members of your household rent a box from a private mailing service, like
Mailboxes, Etc., Post (MBice Plus, or Parcel Place?
{ 1/149)

O e A =

37 Q12
How many times in an average month do houschold members go to a post office
operated by Postal Service employees? VERIFY RESPONSE IF MORE THAN 30

{ 1/ 150}

38: Q13
How many times in an average month do household members go to a private mailing
service like Mailboxes, Etc